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New Pulse Service Rates Credibility 
of Ad Claims; Pilot Studies Reported 


JWT Will Close 
Seattle Office; 


Resigns Accounts 


Expect Rush of Local 
Agencies to Gather Rich 
Debris in Wake of Move 


SEATTLE, Nov. 19—J. Walter 
Thompson Co. has resigned its 
Seattle accounts and will close its 
office here early next year. The 
major account served by this of- 
fice is the Washington State Apple 
Commission, which JWT has han- 
died for years and whose billings 
in the past five years have aver- 
aged $250,000-$300,000 a year. 

JWT’'s announcement yesterday 
says “as soon as the commission’s 
activities will permit, our Seattle 
office will be closed and our client 
interests in that area will he 
served by the San Francisco of- 
fice. 

“The Pacific Coast headquarters 
office in San Francisco has a!- 
ways been responsible for super- 
vision of service and production 
for Thompson clients in the Pa- 
cific Northwest.” 

In the Pacific Northwest, where 
any advertising account that bills 
$100,000 a year is “big business,” 

(Continued on Page 4) 


New York, Nov. 21—Do people 
believe advertising claims or do 
they find them highly incredible? 

Convinced that this is a question 
which advertisers and agencies 
would like answered on a regular 
basis, Pulse Inc. has announced a 
new service to report on the be- 
lievability of ads (AA, Nov. 17). 

Dr. Sydney Roslow, director of 
the radio-TV rating company, calls 
the new service the “C-Factoring” 
measurement. The credibility re- 
ports, which he hopes to publish 
twice annually for major product 
classifications, will show in per- 
centage terms the amount of belief, 
disbelief and doubt generated by 
the key slogan of each brand. 


@® The Pulse innovation is the 
brainchild of Robert Collins, an 
agency man of many years’ expe- 
rience. He developed the technique 
which will be used to gauge the 
public reaction to what an adver- 
tiser has to say about his product. 

A preliminary test was made in 
August, covering 1,000 homes in 
New York. This was followed a 
month later by a test of 3,000 
homes in 26 major markets. 

Both of these surveys covered 
laundry soaps and detergents. A 
cigaret study of 10 major brands 
will be completed soon and an 
assessment of ad campaigns for 
16 automobiles is under way. 

To get the data for the C (for 
credibility) Factor reports, Mr. 
Collins will employ the regular 
Puise interviewers who periodical- 

(Continued on Page 70) 


NBP Asks Circulation Audit Groups 
to Include Both Paid and Non-Paid 


New York, Nov. 19—Highlights 
of the National Business Publica- 
tions’ annual fall meeting which 
closed here last night were: 

1. Passage of a resolution to peti- 
tion both Audit Bureau of Circula- 
tions and Controlled Circulation 
Audit for a standardized audit to 
include both paid and non-paid 
circulation. 

2. The associaticn’s Silver Quill 
Award for outstanding services to 
the business press was presented 
to Bernard C. Duffy, president of 
Batten, Barton, Durstine & Os- 
born, by Benjamin F. Fairless, 
board chairman and president of 
United States Steel Co. 

3. The revelation by Mr. Fair- 
less of how Ben Duffy sold Vincent 
Riggio, president of American To- 
bacco Co., on using the services of 
EBBDO. 


s “Before seeing Mr. Riggio,” Mr. 
Fairless said, “Ben Duffy simply 
jotted down on a single sheet of 
paper the questions he would ask 
if he were the prospective client. 
Then he made a few notes on the 
answers. 

“At the interview, he presented 
the answers and then stopped. Mr. 
Riggio pulled open a drawer and 
got out a single sheet of paper 
containing a list of questions. On 
checking them, he found they had 
all been answered by Mr. Duffy. 
Both men then went out to lunch 


and the dea! was closed.” 

Mr. Fairless also paid tribute to 
the publishers and editors of the 
business press. “The trade, tech- 
nical and scientific journals you 
print,” he said, “are the modern 
textbooks that we use almost daily 
in our work. As we turn to our 
libraries for the assembled knowl- 
edge of the past, so we turn to your 
magazines, in our respective fields, 
for the know-how of the future.” 


® Joseph S. Hildreth, president of 
Chilton Co., was elected NBP pres- 
ident to succeed Russell L. Put- 
man, president of Putman Publish- 
ing Co. Rufus Choate, president of 
Scott-Choate Publishing Co., was 
re-elected v.p. and also elected 
treasurer: Arthur F. King, presi- 
dent of King Publishing Co., was 
elected v.p., and Robert E. Harper 
was re-elected executive v.p. and 
secretary. 

Newly elected directors include 
N. McK. Kneisly, president, Irv- 
ing-Cloud Publishing Co.; Preston 
Beil, president, Variety Store Mer- 
chandiser Publications; Harvey 
Conover, president, Conover-Mast 
Publications, and Mr. Putman. 


s The resolution on circulation, 

unanimously adopted, reads: 
“Whereas, National Industrial 

Advertisers Assn., Assn. of Na- 


tional Advertisers and American 


(Continued on Page 77) 


REAL—Schaefer's president explained in this 

newspcper ad in 90 cities last week that 

his company’s beer is light, dry and has 
“character.” 


Character Added; 
That's Schaefer's 
Claim for Its Beer 


New York, Nov. 19—Schaefer 
went and did it. Beer’s liquid again. 

Following his warning of sever- 
al weeks ago, R. J. Schaefer, presi- 
dent of F. & M. Schaefer Brew- 
ing Co., appeared this week in an 
advertisement in 110 newspapers 
in 90 eastern cities, appealing to 
people who want “real beer.” 

The big brewer (tied for sixth 
place nationally) cut loose with a 
campaign emphasizing what its 
president had said publicly, that 
the pendulum was ready to swing 
from pale, dry beers to beers of 
more substance. 


@ “I feel that this striving for su- 
per-light and super-dry brews has 
been at the sacrifice of flavor, 
bouquet and other basic beer qual- 
(Continued on Page 80) 


Controlled Circulation Audit Has 
Lien on Name for Combined Audits 


Gloomy Reports 
Mark Southern 
Papers Meeting 


Wuite SuLpHuR Sprincs, W. Va., 
Nov. 21—About 175 members of 
the Southern Newspaper Publish- 
ers Assn., on hand for the opening 
of their 49th annual convention at 
the Greenbrier here yesterday, 
got some bad news. 

A rapid-fire series of first-day 
committee reports spoke of the 
spiraling costs of publishing, the 
high cost of newsprint, “the fight 
by Washington” to boost second- 
class postage, “abusive” state leg- 
islation against newspapers, the) 
effects of it on circulation, and the | 
dwindling number of desirable} 
southern locations for newsprint | 
mills. | 

Even a report that newspaper | 
publishing in 1952 is a field of ris- | 


|}ing revenues had the edge taken | 
| off it by the business affairs com- 


mittee which said “the time will | 
come when our revenues will cease 
to rise and they may even drop 
substantially.” 


s When that day arrives, the com- 
mittee said, “we will want to know 
whether our costs in the news- 
room, business office. advertising 
department or some other depart- 
ment are in line with sound busi- 
ness policies. It will be well then 
to know more facts about our costs | 
and how we stand in comparison 
with other newspapers. Those who 
wait too long may find we have 
insufficient information when it is 
most needed.” 

With that caution out of the | 
way, the publishers were cheered | 
by such news as: 

1. Newsprint supplies “should | 
be ample for the immediate fu- 

(Continued on Page 81) 


Last Minute News Flashes 


Dutch Bulb Growers Move to Anderson & Cairns 


New York, Nov. 21—Associated Bulb Growers of Holland, official | 


organization of 8,000 Netherlands bulb growers, has switched its ac- 
count from Flagler Advertising, Buffalo, to Anderson & Cairns. A new 
national advertising campaign will be coordinated with a public rela- 


tions and merchandising program; 


the latter will continue to be han- | 


dled by Edward Gottlieb & Associates. 


Richard Nursery Names C. Wendel Muench 

BLOOMINGTON, ILL., Nov. 21—Bob Richard Nursery has named C. 
Wendel Muench & Co., Chicago, to handle advertising for its nursery 
products and plant food. The account was formerly handled by Mac- 
Farland, Aveyard & Co., Chicago. The nursery, reportedly one of the 
largest advertisers in its field, uses newspapers and radio. 


Donnelly Named Servel Inc. Sales V. P. 
EVANSVILLE, Inp., Nov. 21—James F. Donnelly, for eight years with 
the water heater division of A. O. Smith Corp., first as sales manager 


and marketing director and later 


as assistant general manager, has | 


been named v.p. in charge of sales for Servel Inc. 


Louis Thomas Resigns Biow Co. Post 
New York, Nov. 21—Louis W. Thomas, v.p. in charge of creative board will have to wrestle.” 
work at Biow Co., has resigned. He rejoined Biow in March, 1949, } 
after having left the agency to work with Sherman & Marquette and # George W. N. Riddle, CCA sec- 
with Lennen & Mitchell as executive v.p. in charge of creative activity. | retary and director of development 
(Additional News Flashes on Page 81) ' 


| CCA Establishes 
_ Name, Paving Way 
for Single Audit 


New York, Nov. 20—To protect 
| its members from losing a name 
that might be seized by sume other 
group anxious to pioneer a single 
audit for both paid and non-paid 
circulation, the board of Controlled 
Circulation Audit has incorpor- 
ated, under the laws of the state 
of New York, the Business Publi- 
cations Circulation Audit Assn. 

This action, completed last 
month, was disclosed today by 
Richard S. Hayes, CCA president, 
and advertising manager of Okon- 
ite Co., at the 21st annual meeting 
of CCA. 

The following purposes have 
been accomplished by this action, 
Mr. Hayes said: 


# “1. A name is protected that we 
believe possesses the best com- 
bination of words descriptive of 
the organization under which a 
single audit for business publica- 
tions can be developed. 

“2. It provides a means for set- 
ting up the machinery necessary 
for performing this function. The 
name is formidable, but much of 
its cumbersomeness is the result of 
legal necessity. 

“This corporation could be ab- 
sorbed by CCA if desired,” Mr. 
Hayes said, “or, if necessary or de- 
sirable, it could absorb CCA. It 
is a tool that CCA directors have 
made available for use as CCA 
members later see fit.” 

Pointing out that after Jan. 1, 
1954, the Audit Bureau of Cir- 
culations will audit only publica- 
tions whose circulation is at least 
70% on a paid basis, Mr. Hayes 
said that “a number of business 
publications whose paid circula- 
tion for various reasons is less than 
70% may find it impossible to pro- 
vide advertisers with what, in 
their cpinion, is a complete audit 
of their circulation facts. 


= ‘They could obtain from CCA 
an audit of their controlled cir- 
culation, including both paid and 
unpaid, but buyers of advertising 
will be unable to obtain the de- 
| tailed facts about the paid portion 
they have been accustomed to get. 

“It is thus possible that unless 
CCA expands its area of operation 
| by providing this additional audit- 
ing service, one of two things could 
happen: Such publications and 
their customers will have to be 
without a complete independent 
audit, a situation neither desirable 
or conceivable; or else these. publi- 
cations, along with others, might 
set up their own audit bureau, 
which would be confusing and un- 
fortunate. 

“T think,” Mr. Hayes said, “the 
direction that CCA will decide to 
_ take is quite clear, once the prob- 
| lem is understood and resolved. It 
|is one with which the incoming 
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(Continued on Page 8) 
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HERE'S HOW—1. S. Showerman (right), 
strates his company’s device for Franklin 


v.p. of Teleprompter Sales Corp., demon- 
Roberts (left), v.p. of the Television Assn. 


of Philadelphia and an associate of Roberts Advertising Agency, and Paul Phillips, 
Adrian Baver Agency. 


Duane Jones Translates Jury Verdict: 
‘You Can’t Pick a Drunkard’s Pocket 


‘s New York, Nov. 20—In its sim-' 


st terms, the recent Duane Jones 
GOnspiracy trial decided “whether 
You can take a drunk out, get him 
Mebriated and then pick his 
Pocket.” 

That's the way Mr. Jones him- 
self summed up the case at a meet- 
img of the Assn. of Advertising 
Men here }ast night. He also said: 
“We think the money award of 

0,000 was not as much as we 
ually deserved.” 

Mr Jones entered the meeting 
rGom at the tail end of a panel 
@igcussion sponsored by the Broad- 
@@st Advertising Bureau. In Mr. 
Jones’ party were Bernarr Macfad- 
d@én; Col. William Rankin; Vera 
Whelpley, his secretary; Thomas 
F, Boyle, his attorney; Eugene J. 
Léwther, advertising manager of 
Sport, a Macfadden book, and sev- 
eral other people. 


@ The agency head said he had re- 
edived more than 200 phone calls, 
in addition to a number of tele- 
@fams and letters, from past cli- 
ents, presidents of corporations, 
and from strangers. Most of these, 
he said, felt the jury verdict was 
a victory for the industry because 
it puts advertising “on a more sub- 
stantial basis.” 

He wound up with a quotation 
from Kipling which goes: “They 
copied all they could follow, but 
they couldn't copy my mind. So I 
left them sweating and stealing, a 
year and a half behind.” 

When Mr. Jones sat down, Mr. 
Boyle was asked to answer ques- 


tions from the audience. In his re- 
plies, Mr. Boyle said the case “has 
set a precedent,” and that he thinks 
it will affect “individuals” who 
leave an agency with accounts. 


® Mr. Jones answered one question 
from the floor, saying he preferred 
“not to make any commitment” 
about setting up a college fellow- 
ship for the advancement of busi- 
ness ethics with the money 
awarded him by the trial jury. He 
said he’d “wait until we collect the 
$300,000.” 

During the panel discussion 
preceding Mr. Jones’ talk, John F. | 
Hardesty, director of local promo- 
tion for the Broadcast Advertising 
Bureau, criticized the radio indus- 
try for failing to educate retailers 
about the radio business. 


| said, “has shown retailers the ad- 
vantages of newspapers and how to 
use newspapers, The task of the 
BAB this year is the education of 
the retailer in the radio business— 
telling him the elements of good 
copy, how to go about ordering 
spots, and so on.” 

Mr. Hardesty said radio has fal- 
len down because it hasn’t been 
thinking about developing retail- 
ers aS a source of business. 

He said he'd like to be invited 
back next year by the Assn. of 
Advertising Men so he could report 
on “how many retail dollars we've 
stolen from newspapers as a re- 
sult of BAB's retailer-education 
program.” 


Cigaret Adman Deplores Cigaret Ad Copy 


WASHINGTON, Nov. 19—A cigaret 
adman told the Washington Adver- 
tising Club today that extravagant 
claims are hurting the entire to- 
bacco industry. 

Alden James, advertising direc- 
tor of P. Lorillard Co., lashed out 
at cigaret companies which are 
making “a feotball of the medical 
profession.” 

He said it is absurd for any 
manufacturer to profess that a spe- 
cific cigaret is less irritating be- 
cause of flavoring or moistening 
ingredients. 


® These methods and ingredients 
are available to all manufacturers, 
he said 

Mr. James observed that many 
people who believe in advertising 
and free enterprise are becoming 
disgusted with extravagant state- 
ments which are being made by 
some tebacco firms. 


He pointed out that Lorillard has 
won considerable favor during the 
past few years with Old Gold ads 
which kidded other cigaret adver- 
tising. 


Ray Biesmeyer Promoted 

Ray Biesmeyer, with House & 
Garden in Chieago the past four 
years, has been appointed western 
advertising manager there. He 
succeeds John Camph, who was 
named ad manager in New York 
after Conde Nast Publications ad- 
vanced Arnold Shoop from that 
position to business manager of 
the magazine. 


Johnson Rejoins PR Firm 

Peter L. Johnson has rejoined 
Doug Johnson Associates Public 
Relations & Publicity Inc., Syra- 
cuse, as \.p. in charge of new ac- 
counts promotion. He recently re- 
turned from service with the 
armed forces. 


'NRDGA’s Abrahams 
Says Dealer Helps 
Don't Help Anybody 


LANCASTER, Pa., Nov. 19—“Deal- 
er helps” aren't helping dealers, 
according to Howard P. Abrahams, 
Manager of sales promotion 
division of the National Retail 
Dry Goods Assn 

“This is not just my opinion,” 
Mr. Abrahams told the Lancaster 
Sales Executives Club today. “It 
}is the opinion of retail sales pro- 
motion men and women who re- 
ceive tons of dealer helps every 
day.” 

He said that a representative 
| group of members of the NRDGA 
|reported that manufacturer-pre- 
| pared material is used as follows: 


the 


Always Never Sometimes 
Material Use Use Use 

| Newspaper mats ..... 11.3% 16.5% 72.2% 
| Newspaper art . 5.7 19.7 74.6 
Radio scripts ... 5.6 37.0 57.4 
Stuffers ...... 18.9 45 76.5 
Catalogs ........ 2.2 46.2 51.6 
Window Displays 6.7 18.5 74.8 
Interior Displays 9.2 10.8 80.0 


@ “If I were a manufacturer or an 
advertising agency, I wouldn’t be 
— of that record,” Mr. Abra- 
hams said. “The percentage of 
stores which ‘always’ use the ma- 
terial may be me rely minor users 
of a small part of it.’ 
lw oe said there are four things 
with manufacturer-pre- 
pevtoor material: (1) It doesn’t use 
| the retail slant; (2) it is not flexi- 
| ble, (3) it is usually too exclusive 
(stores like to display items which 
go together), and (4) it often ar- 
rives at the wrong time and is sent 
to the wrong people. 

Mr. Abrahams offered a 15-point 
check list for dealer helps. It urges 
manufacturers to abolish the word 
“dealers” from their vocabulary, 
think of the different store types, 
give fact sheets about the mer- 
chandise, give stores selling in- 
structions for their sales people, 
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OVERBOARD—Feminine legs, not eye- 

patches, bald heads or broken ankles, 

feoture this shirt ad. It’s for F. Jacobson & 

Sons’ Jayson shirts, by Alfred J. Silberstein, 
Bert Goldsmith. 


Bedding Makers 
Will Boost Ad 
Budgets in ‘53 


Cuicaco, Nov. 19—All indica- 
tions at the 37th annual conven- 
tion of the National Assn. of Bed- 
ding Manufacturers here this week 
point to an expansion of advertis- 
ing programs throughout the bed- 
ding industry in 1953. 

Sleep Show, the industry’s two- 
week (April 13-25) spring retail 
promotional event, will be backed 
this coming year by more plan- 
ning and organization than ever 
before. There will be a switch in 
emphasis from the comparative 
price appeal to a quality of prod- 
uct approach. 


and give stores rough thumbnail|s# Alfred M. Salasin, NABM mer- 


layouts. 


| chandising 
{there will 


manager, 
“definitely” 


predicted 
be more 


# Also, he urged, give stores good | advertising in the industry in 1953 
art work, give complete mats to|and that national advertising in 
smaller stores, have retail adver-| connection with the Sleep Show 
tising look like store advertising, wil] be “tremendous.” 


give the advertising some store 


The association has increased 


identity, and include reproductions | its budget for the show to $50,000 


of other store advertising where this year. 


possible. 


Promotional kits will 


|contain, besides window display 


To make mailing pieces look | material, local advertising and log- 
like retail ones, he said, posters| otype mats and a complete four- 
should conform with typical store | page newspaper section on bed- 
signs, display material should look | ding. 


retail, the material should be sent 


Figures obtained by the asso- 


at the right time and to the right| ciation from Advertising Check- 


people. 


'ing Bureau Inc. show that during 


“If manufacturers want to save! April, when this year’s Sleep Show 


time and money and get retailers| was staged, 


retail national bed- 


to use their material,” said Mr.| ding linage topped 4,300,000, the 
Abrahams, “they must gear it to| highest peak reached by the in- 
the retailer’s thinking because the dustry. 

retailer gears his to his boss, | 
the consumer. If that is done, then|# The same figures show that re- 
‘dealer helps’ will live up to their} tail national linage has increased 


purpose: They will help ‘dealers.’ ’ 


Lebow Says Heaviest Advertisers En 
Up Promoting Competitors’ Product 


®s “The Bureau of Advertising,” he | 


Consultant Hits High 
Distribution Costs & 
Supermarket Retailing 


| 


WELLESLEY Hits, Mass., Nov. 19 


—Giant producers, such as com- 
panies in the cigaret, food and 
drug fields which do “inundation” 


advertising, have not fully evalua- 
ted one effect of that advertising. 

“The power of their advertising 
forces every retailer to group these 
dominant products together,” said 
Victor Lebow, New York market- 
ing consultant, in a speech yester- 
day to the Babson Institute of 
Business Administration. “Thus, 
wherever you see Crisco, you see 
Spry. Wherever you see Camels, 
you see Lucky Strikes. Colgate’s 
toothpaste is always the bedfel- 
low of Pepsodent 

“Thus it appears that part of the 
advertising expenditure goes for 
the purpose of putting one product 
always alongside of another. To 
an extent, then, each of these ma- 
jor advertisers promoting the 
products of his chief competitors.” 


e Mr. Lebow, 
problem of efficic 


oO spoke on the 
ney in distribu- 


tion, then turned to marketing’s 
current dilemma, which he de- 
scribed in these words: 

“On the one hand we possess 


techniques by which we can make 
people want more and more com- 
modities. But the other, we 
have yet to make our distribution 
system less costly, less wasteful, 
more efficient—so that more peo- 
ple will consume still more goods. 

“One of our troubles,” said Mr. 
Lebow, “is that the very process 
| (Continued on Page 6) 


on 


Stopette Modifies 
Ad Claims for FTC 


WasHINGTON, Nov. 17—The Fed- 


eral Trade Commission and Jules 


every year since 1947, when the 
|high was some 1,300,000. In Sep- 
tember, most recent month for 
which figures are available, the 
fewye agate lines amounted to 3,- 

,080, an increase of 2.7% over 
pone Bg 1951, but a decrease of 
13.7% from August. Of the types 
|of appeal used in the ads, comfort 


|and health was first. It was used 


‘in 47.9% 


of the ads and was fol- 
lowed by specific price, used in 
40.4%, and construction, used in 


| 4.1%. 


Montenier, Chicago, have agreed | 


on modified advertising claims for 

Stopette spray deodorant. 
The commission objected 

claims that Stopette stops under-| 

arm odor, does not irritate the| 

skin, and is safe. 

| The agreement 


stops underarm odor when used} 


daily or as directed, and that it is 
non-irritating and safe, except to 


says Stopette)| 


abnormally susceptible skins. The | 


company is required to avoid any 
suggestion that Stopette has a per- 
manent effect on underarm odor. 


Ekco Co-Sponsors TV Show 


Ekco Products Co., Chicago man- | 


ufacturer of kitchen ware, is spon- 
soring a weekly, 15-minute seg- 
ment of “Welcome Travelers,” 
audience participation program 
produced by the television depart- 
ment of National Broadcasting Co. 
Sponsorship began Nov. 3 for the 
3:30 to 3:45 p.m., EST, portion of 
the show every Monday. The con- 
tract for nine weeks was placed by 


Dancer-Fitzgerald-Sample, New 
York. 
B&B Promotes Benson 

Paul Benson, formerly head of 


the media research department of 
Benton & Bowles, New York, has 
been promoted to time buyer on 
Procter & Gamble Co. accounts. 


Edward Gottlieb Joins Grey 

Edward D. Gottlieb, formerly 
with Foote, Cone & Belding, has 
joined Grey Advertising Agency, 
New York, as an account execu- 
‘ tive. 


|circulation of 


Among individual firms, a spot 
(Continued on Page 73) 


‘Homecratft’ Starts 


to. ‘Home Owner’ Insert 


for Do-It-'Self Trade 


Cuicaco, Nov. 18—With its De- 
cember issue, Homecraft and 
Home Repairs, published by Gen- 
eral Publishing Co., is incorpor- 
ating a special do-it-yourself sec- 
tion, The Home Owner, as an in- 
sert. The magazine, with an ABC 
132,000, will be 
known as Homecraft & The Home 
Owner hereafter. 

The new section has been added, 
according to Russell C. Johns, pub- 
lisher, to meet the growing trend 
in the do-it-yourself market. He 
points out that within the last year 
the do-it-yourself market has 
started growing into a high sales- 
volume business and that the home 
workshopper, whom his publica- 
tion reaches, is in the fore of this 
movement. The workshopper, he 
says, is the one who has the know- 
how, and his less well-informed 
friends and neighbors respect his 
judgment. 

In a folder being sent to adver- 
tisers and agencies announcing the 
new editorial feature, Mr. Johns 
describes The Home Owner as “an 
editorial funnel for the how-to 
of money-saving home improve- 
ments. Whereas the shelter maga- 
zines tell the home owner what to 
do, The Home Owner tells him how 
to do it—himself—step-by-step. . .” 
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‘Toronto Telegram’ 
Properties Sold to 


Young John Bassett 


Toronto, Nov. 19—John Bassett 
Jr. & Associates has purchased the 
Toronto Telegram, according to an 
announcement made late today. 

The announcement, which did 
not include the purchase price, 
came from the executors of the 
estate of the late George McCul- 
lagh, whose will specified that all 
shares of Telegram stock be sold. 
Mr. McCullagh was also owner and 
publisher of the Toronto Globe & 
Mail, now being run by Harry G. 
Kimber (AA, Aug. 18). 

The Bassett bid, it was disclosed, 
was the highest of several submit- 
ted to the executors, who set Nov.| 
18 as the closing date for receiv- 
ing proposals. At least one other 
bidder was probably J. K. Cooke, | 
owner of an expanding chain of | 
Canadian publications, who ex-| 
pressed interest in the newspaper | 
soon after the for sale sign went 
up (AA, Oct. 27). 


8 Mr. Bassett, who is 37, has been 
general manager of the Telegram 
since November, 1948, when it was 
purchased by Mr. McCullagh. He 
is also the son of John Bassett, 
president and publisher of the 
Montreal Gazette. 

Closely associated with Mr. Bas- 
sett is W. J. Buckland, who is 
managing editor and a 27-year 
veteran with the Telegram, which 
was started in 1876. 

The Bassett group will acquire 
the issued capital stock of the eve- 
ning daily and the properties of 
the Telegram Publishing Co. on 
Dec. 1. 


NBC Closes the Gap 
Between Radio and 
TV Sales Divisions 

New York, Nov. 20—National 
Broadcasting Co. has tightened its 
radio and TV network sales de- 
partment in line with its unifica- 
tion strategy. 

Working under John K. Herbert, 
v.p. in charge of AM and TV sales, 
will be George H. Frey, who gets 
the new title of v.p. and sales di- 
rector for radio and TV. When the 
networks were split, Mr. Frey was 
v.p. for video sales. He now will 
have over-all supervision of sales 
in three main offices, the merchan- 
dising division and the new sales 
development and services division. 

Walter D. Scott, formerly na- 
tional sales manager for radio, has 
been named to the new post of ad- 
ministrative sales manager. He will 
act for Mr. Herbert in special sales 
and policy assignments. 


® Heads of the geographic sales di- 
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Connoisseur’s Name, Plus 
Appearances, Give 129 
Licensees Smash Sales 


By Milton Moskowitz 

Cuicaco, Nov. 18—An adman’s 
search for a brand name for his 
clients’ products has led to the 
fastest growing food merchandising 
program in the nation. 

The program is the franchise 
operation being run by Hines-Park 
Foods Inc., Ithaca, N. Y. This com- 
pany licenses manufacturers to 
make and sell Duncan Hines foods. 

Principals of Hines-Park were 
in Chicago this week in connection 
with a “Duncan Hines Week” and 
they had quite a success story to 
tell. 

Roy H. Park, president of Hines- 
Park, reported there are now 124 
licensed manufacturers. Of this 
total, 83 make Duncan Hines ice 
cream and 12 make Duncan Hines 


DUNCAN HINES SPLASH—Here is some of the aggressive promo- 
tion being put behind the new Duncan Hines products. Ad on 
the left ran as a full page in last Thursday’s Chicago Tribune. It 
features the Duncan Hines cake mixes, which now have distribu- 
tion in 30 states. Ad on the right is scheduled to appear in 


Duncan Hines Is Big 
Success as a Label 


mix. The mixes are 
Omaha. Advertising 
Louis. 


bread, The remaining 29 licensees 
make such Duncan Hines foods as 
cake mixes, frozen orange juice, 
frozen peas, salad dressings, cof- 
fee, chili con carne and pickles. 

Mr. Park said Duncan Hines 
foods are now selling at the rate 
of $25,000,000 a year. 


® Hines-Park has an interesting) 


| history. The guiding hand belongs | 


to Roy Park, publisher of Co-op 
Power and Cooperative Digest and 
head of Agricultural Advertising 
& Research, an Ithaca agency 
which handles a number of eastern 
farm co-ops. 

After the war these co-ops found 
their products were being pushed 
out of supermarkets and they 
asked Mr. Park to come up with 
a brand name for them. Mr. Park 
told AA that at first he planned to 
get a group of 20 manufacturers 
together “and build a brand from 

(Continued on Page 78) 


Da.ias, Nov. 19—Wayland and 


visions will be: Eastern—John 


Lanigan, formerly v.p. in charge} 


Clyda Boles have their brain child 
back again. They’ve repurchased 


of TV sales for the American} Sani-Wax Co. from the C. W. Mur- 


Broadcasting Co.; central 
cago) —Edward R. Hitz, previously 
TV sales manager in the East, and | 
western 
Williams, a salesman who has been 
promoted to that post. 
Advertiser and agency accounts, 
which formerly were served by a 
single NBC salesman, in the future 
will have a network team—a su- 
rervisor and one or two account 
executives—assigned to them. 


NBC Expands Film Division 

National Broadcasting Co. is ex- 
panding its film division sales staff 
in Chicago “to handle increased 
activity in the Midwest.” John M. 
Burns, salesman, has been trans- 
ferred from the New York to the 
Chicago office. 


Appoints Rockmore Co. 

LaValle Inc., New York manu- 
facturer of women’s shoes, has ap- 
pointed Rockmore Co., New York, 
to handle its advertising. Previ- 
ously the company was a direct 
advertiser. 


(Chi- | 


chison interests here. 
Sani-Wax, the company’s princi- 
pal product, is a cleaning wax for 


(Hollywood)—John A furniture and woodwork that Mr. 
| Boles concocted at home in Cleve- 
| land, Okla., back in depression- 


ridden 1931. Along about 1941 the 
husband-and-wife team started 
putting in full time to peddling it 
and by 1945 they had built it into 
a leading national seller. Then 
they sold out, reportedly getting 
$500,000 for what had once been 
a back-porch industry. 


@ When Sani-Wax was sold it had 
a sales staff of more than 50 fac- 
tory-paid demonstrators working 
in leading department stores across 
the nation. It was the largest dem- 
onstration sales force in the world 
selling a single product. The com- 
pany now has 16 sales representa- 
tives calling on department, gro- 
cery and hardware store accounts. 

The Boles take over the head- 
quarters here (the factory is at 
Ennis, Tex.) with Mr. Boles as 


Wayland and Clyda Boles Buy Sani-Wax; 
It Was Their ‘Baby’ Back in the Forties 


Clyda Boles 


Wayland Boles 


president and his wife as secre- 
tary-treasurer. George A. Tren- 
holm, who has been head of Sani- 
Wax Co., remains as general man- 
ager. 

Rogers & Smith here has been 
appointed to handle the advertis- 
ing, replacing Tracy-Locke Co. 
The latter had been agency since 
August 1950. Grant Advertising 
handled Sani-Wax back in 1945. 

Mr. Boles says the company will 
“go back to the aggressive type of 
demonstration of Sani-Wax with 
factory-paid demonstrators that 


originally built the company. Our 
advertising plans call for extensive 
ad campaigns in trade publica- 
tions.” 


New! 


Duncan Hines » 
BUTTERMILK = 


ancake Mix =~ 


+ 


TO MT TASTE fmaye Dewees 
me 


December in the Dakotas, Kansas, Nebraska and lowa, intro- 
ducing the latest Duncan Hines product—buttermilk pancake 
made by Nebraska Consolidated Millis, | 


is handled by Gardner Advertising, St. 


Guinness Brings 
Burke's Ale Back 
After Eight Years 


Long IsLaAnp Cry, N. Y., Nov. 19 
—Burke’s ale—a changed product, 
with a new bottle label and a new 
price—is back after an advertising 
lapse of about eight years. 

Arthur Guinness Son & Co., 
brewer of Guinness stout, is using 
a 1,500-line ad in the Journal- 
American and an 800-liner in the 


|News for the re-introduction in| 


New York. 

Later on, metropolitan dailies 
in Massachusetts, New Jersey, 
Washington, D. C., and perhaps 
Philadelphia will be added to the 
list. Plans also call for later use 
of weekly newspapers, radio, TV 
and outdoor. 


The new bottle design, by Ed- | 


ward Gustave Jacobson, packaging 
consultant, features a streamlined 
black cat on a gold foil label. 
Guinness says the product can be 
picked out on a shelf at a distance 
of more than 25’. Transparent inks 
are used on the label. 


| 
|@ First ads call the product a — 


brew—‘“American-brewed by Eu- 
ropean experts...true ale body... 
satisfying but not heavy.. flavor 
dry and clear...but never bland.” 

“Everything’s new but the 
name,” copy adds. 

Guinness says Burke’s black cat 
ale is priced at less than most do- 
mestic ales. 

Compton 
agency. 


Advertising is the 


Names Merchandising Factors 

Simpson Logging Co., Seattle, 
which sells timber products na- 
tionally under the Simpson brand 
name, has appointed Merchandis- 
ing Factors, San Francisco, to han- 
dle all advertising. The agency for 
a number of years has handled ad- 
vertising for Everett Pulp & Pa- 
per Co., Bverett, Wash., which re- 
cently was bought by Simpson. 
Condon Co., Tacoma, previously 
handled advertising for other 
Simpson divisions. 


Rates, Guarantee Go Up 

Scholastic Magazines will in- 
crease its weekly net paid from 
1,000,000 to 1,175,000 effective with 
the March 4, 1953, issue. B&w 
pages will go from $3,250 to $3,775 
and extra colors will move from 
$500 per color additional to $560. 
The new rate is said to reduce the 
cost per thousand from $3.25 to 
21. 


TV Writers and 
Producer Group 
Agree on Terms 


Hottywoop, Nov. 18—Thke 
Screen Writers Guild yesterday 
ended its 14-week strike against 
the Alliance of Television Film 
Producers. 

The agreement reached was a 
compromise from the original 
principal goal of SWG to get its 
members a percentage of the gross 
of pictures on which they work. 

The agreement provides that for 
one-shot shows or anthologies 
writers will lease their material to 
the producer for a seven-year pe- 
riod. Motion picture, radio and se- 
quel rights may be exploited by 
the producer within a specified 
time, at additional compensation. 
If such rights are not used within 
the specified time, they revert to 
the author. 

All other rights, such as dramatic 
and book publication, magazine 
and other commercial uses, re- 
main the property of the writer. 
On episodic series and _ serials, 
where the basic material is owned 
| by the producer, all rights in the 
| television scripts shall be the pro- 
perty of the producer. i 


|@ The agreement provides for 

| scale on half-hour television play 
|with payment for full-hour an 

| quarter-hour scripts to be settle 
later. For original stories for one 
time shows, anthology series am 
episodic series, writers will re 
| ceive $200 for the story and $55 

| tor the teleplay. If a writer han 
|dles both the story and the tele 
play, he will receive $700 and con= 
|tinuing payments for each re-use, 
| In the field of westerns and serials 
there is a flat payment of $600, 
|plus continuing payments. 
When a series or a serial is de 
veloped from an original televisio: 
story, the writer will receive a 
additional payment for each sub 
sequent episode, 
whether he works on the story 
|teleplay. This amount is not ye 
set. 

If a producer makes a miotio 
| picture based on television mate 
|rial, the writer will share in th 
| gross receipts. If the producer de- 
| sires to sell the motion picture 
|rights, the writer will have the 
|right of first refusal and, if sold 
lelsewhere, will share equally in 
the proceeds from such sale. This 
does not apply to episodic series or 
serials. 


| 
| 


Study of Newspaper 
Merchandising Aids 
Under Way at Ayer 


PHILADELPHIA, Nov. 18—N. W. 
| Ayer & Son is conducting the first 
| complete survey of the merchan- 
dising services made available to 

advertisers by newspapers. 

The survey, covering 500 news- 
papers in cities of 50,000 popula- 
tion or more, will be cempleted 
about mid-January, a spokesman 
tola ADVERTISING AGE. The survey's 
first mailing went out five weeks 
ago. 

The Ayer study, an outgrowth of 
one made by the ageney for Lever 
Bros. Co. on Surf, will be made 
public. The report will present for 
the first time a complete list of 
merchandising services available 
in each of the major markets. 

Newspapers are being asked to 
supply information on trade calis 
for advertisers, trade mailings, 
publicity in local trade publica- 
tions, demonstrations in public 
places or on television or radio, 
outdoor advertising of all sorts, 
and editorial support either on 
‘food. pages or interviews. 


| 
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JWT Will Close 
Its Seattle Office: 
Resigns Accounts 


(Continued from Page 1) 

the announcement of Thompson's 
resignation from the apple account 
has started a burst of activity to 
land the business, notably from 
local agencies. Some national 
agencies, wanting a foot in the 
door in the growing Northwest 
and lacking Thompson's conflicts 
in accounts, are expected to go 
after the business, too. 


s Other JWT accounts at the 
Seattle office include the Wash- 
ington State Dairy Commission 
and Puget Sound Navigation Co 
Both the dairy commission and 
the apple commission operate on 
a fiscal year ending June 30, and 
advertising will be continued by 
the agency for these organizations 
until next June 30. It is expected 
that the Seattle office will con- 
tinue until about next February, 
by which time the remaining ad- 


vertising for the apple and dairy 
programs will 
planned and scheduled. Servicing 
for the remainder of the fiscal 
vear will be handled out of San 
Francisco. 

The apple account, small by 
eastern terms, nevertheless is one 
of the largest in this state. The 
commission's expenditures run a 
good deal larger than its average 
advertising expenditures, covering 
merchandising and research among 
activities outside the immediate 
scope of an agency. The commis- 


sion is supported by a tax paid by} 


growers on their shipments of ap- 


ples. The tax recently was raised | 
to 3¢ a box (42 lbs.), the limit per-| 


mitted by present legislation. 


s Although JWT officials made no 
comment, it is understood that two 
broad considerations entered into 
the decision to withdraw from the 
Pacific Northwest. 

First, the Seattle office is not a 
big money maker. In the last two 
years, it apparently has showed a 
small loss, reflecting two years of 
short apple crops and smaller ad- 


| vertising budgets. 


have been fuily| 


Second, efforts 
Seattle office repeatedly have run 
into conflict with other and larger 
accounts of the agency elsewhere 
in the country. On and off in re- 
cent years a dozen or more major 
advertisers in the Northwest have 
suggested that they might be in- 
terested in having JWT as their 
agency. Time after time, the busi- 
ness could not be considered be- 
cause of conflicts with old, large 
and long established accounts ad- 
vertising nationwide. 

A choice of a new agency by the 
apple commission is considered un- 
likely before next spring. Five of 
the 11 members of the commission 


|come up for reelection this winter, 


and new members will not take} ? : 
| Vaudeville is gone, so magicians are now finding jobs helping sales 


office until March 1. 

The JWT Seattle office is headed 
by Floyd Flint, who has been with 
the agency here nearly eight years. 


Coast Peach Board Moves 
Board’s administrative and adver- 


tising offices have moved to 350 
Sansome St., San Francisco. 


ede ak he 


REMEMBER pee 


ONE MILLION PEOPLE with a buying 
income of $1,500,000,000 live in 


Iowa's central 52 counties. 


THE DES MOINES DAILY REGISTER 
and TRIBUNE reaches 71% of these 


households .. . 


minimum coverage 


40%. Des Moines (Polk County) 97% 
coverage . . . additional 51 counties 


63% coverage. 


This is an “A” schedule newspaper in 
a BIG, MUST MARKET. 


ABC Circulation March 31, 1952: 376,658 
Sunday Circulation: 543,674 


| 
| 
| 
| 


Advertising Age, November 24, 1952 


to build the Mghlights of the Week’s News 


A single audit for both paid and non-paid circulation may be in the 
works. The National Business Publications asked for the combined 
audit this week and Controlled Circulation Audit immediately an- 
nounced it had made a move in this direction last month ... 


J. Walter Thompson Co. pulls out of Seattle, leaving local agencies to 


scramble for two big accounts 


.Page 1 


Success of Duncan Hines foods is outgrowth of adman minding his 


clients’ business 


With most soft drinks selling above the once-traditional 5¢ a bottle, 
the industry expects sales to hit $1 billion this year for the first 


time 


People in the eandy industry are also putting their hopes on the 10¢ 


bar, but bar sales are off 6% this year 


Page 21 


TIES I TI I iin a nn Seok ode pvcencccsnccocesus Page 38 
A Dallas agency owner tells how to go up in an ad agency. One tip: 
You will never “get into a five-figure income on an eight-hour day 


or 40-hour week” 


Page 47 


- | Despite a new law, the fair trade di i i : " 
The California Peach Advisory » ispute is bubbling furiously. . Page 64 


According to the National Assn. of Tobacco Distributors, the average 
cigaret user paid $90.56 to smoke during 1951. As for cigaret adver- 


tising, newspaper linage was up a healthy 28% 


during the first nine 
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Promotes William H. Irwin 
Wooster Rubber Co., Wooster, 

O., has promoted William H. Irwin 

to assistant sales manager. Mr. 


Irwin formerly was sales promo- 
tion manager for the company’s 
Rubbermaid houseware 
southern states. 


in the 


ef 
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“This i is the size we ship to the 
Growing Greensboro Market!" 


You'll turn in the winning card in sales performance when you tee 
off your selling efforts in the Growing Greensboro Market—where 
1/6 of North Carolina’s 4-million people account for over 1/5 of the 


state’s retail sales totalling $2!/-billion! 


For heads-up selling in the South’s No. 1 State — you need the $7436- 
million buying power on tap in the 12-ABC-county Growing Greens- 
boro Market served by the 100,000-plus daily circulation of the 


GREENSBORO NEWS & RECORD! 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market, with selling influence in over half of North Carolina! 


SALES MANAGEMENT FIGURES 


GREENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 
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Only the Quality Market 


has the MEN Wi - 


61 2% of the male members of 


the New York Herald Tribune audience 
are in business management. 


155%... 


unskilled labor. 


MEA 


You can’t sell New York’s business leaders... 


unless you talk to the men in the Herald Tribune Quality 


Market! Because 61 out of every 100 working males 
in Herald Tribune families are in business management 
.. where they have the weight to influence 


major buying decisions, get action, get things done. 


The personal spending of these men is important, too... 
they and their families buy goods at all price levels, 


buy more often, make a tremendous market — 


FIVE BILLION DOLLARS BIG! 


Find out the one best way to reach these men 
and their families...in the newspaper that IS- 
New York’s Quality Market! 


Stotistical Source: Herald Tribune Continuing Home Study—uniquely 
complete analysis of a newspaper's audience. For further dota, 
write to Herald Tribune Market Research Department, 230 West 41st 


Street, New York 36, N. Y. 
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Names Wright Advertising 

Seneca Novelty Co., Seneca Falls, 
N. ¥., manufacturer of Senco rul- 
ers and yardsticks, has appointed 
Wright Advertising, Pittsford, 
N. Y., to direct its advertising, ef- 
fective Jan. 1. Trade publication 
advertising for 1953 will be ex- 
tended to include wholesale drug, 
tobacco and grocery outlets as well 
as stationery, hardware and chain 
stores, 


Let’s Get the 
Picture Straight 
e++@ second way 


See next week’s issue 
of Advertising Age 


(ADVERTISEMENT) 


Lebow Says Heaviest Advertisers End 


Up Promoting Competitors’ Products 


(Continued from Page 2) 

of going after the consumer's dol- 
lar reduces the amount of goods 
he gets for his money. The steady 
| multiplication of retail outlets is 
lone costly factor. Another is the 
ever-sprouting multiplicity of 
brands and items, with all the 
| duplications and cost factors this 
entails. Duplication, waste and in- 
efficiency mean that around 60¢ 
out of the consumer’s dollar goes 
to pay the costs of distribution.” 


@ He termed today’s citizenry as 
“the most regimented in our his- 
tory,” saying: “From families of 
high degree to low, there’s a box 
of Kellogg’s corn flakes on the 
table, and Milton Berle on televi- 
sion. Like the trained mice in the 
psychologist’s labyrinth, they push 
their shopping carts up and down 


the aisles of the supermarket, 
dropping into the basket whatever 
object pulls the trigger of a new 
want.” 

The supermarket, he thinks, is 
“the core of the culture pattern 
of the American family. 

“Around the supermarket today 
the American economy has built its 
new pattern of ‘forced draft’ and 
expensive consumption, for direct- 
ly related to the supermarket are 
the automobile, the new suburban 
housing, the refrigerator and the 
freezer, the new cooking and broil- 
ing equipment, cigarets by the 
carton, the enormous consumption 
of detergents, the heavy sales of 
silverware, and a new discovery 
in publishing—the food store 
women’s magazines which are 
close to the 10,000,000-copies-per- 
month point without a single one 
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appearing on a newsstand.” 


@ In Mr. Lebow’s view, the de- 
partment store today “is in much 
the same position as the dinosaur 
was at the beginning of its de- 
cline.” Shoe stores and clothing 
shops, hosiery stores and electrical 
supply stores, highway furniture | 
shops and supermarkets, he said, 
all are draining away the fastest 
moving items. 

But, he said, self-service retail- 
ing “is not the panacea to cure all 
the ills of distribution.” As for the 
supermarket, it can work efficient- 
ly in the non-food field only with- 
in strict limits. 

From the viewpoint of the econ- 
omy as a whole, he said, the su- 
permarket or other self-service re- 
tailer “does not lower distribu- 
tion costs, nor increase distribu- 
tion efficiency. What is happen- 
ing is a speeded-up transfer of the 
faster-moving items from one type | 
of outlet to another.” 


® Mr. Lebow offered an 11-point 
formula governing the entrance of | 


Sell the Doctor 


when his mind 
is on medicine 


place for your advertising message to get the concentrated 
attention of the Doctor is in MODERN MEDICINE... . 

the only publication that brings all U.S. Doctors a concise, 
complete, and readable review of all the latest medical 


Doctor, can I interest you in our 
new vitamin combination?” 


There is a time and place for everything. The time and 


developments—24 times a year. 


You can rest assured that when the Doctor turns to 
MODERN MEDICINE, he is actively seeking information useful 
to him in his daily practice. In this editorial atmosphere, 
your advertising message will be read, remembered 


and acted upon. 


Sell the Doctor when his mind is on medicine. 


MODERN €} MEDICINE 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 


84 So. Tenth Street, Minneapolis 3, Minn, 


New York + Chicago + Los Angeles 
San Francisco 


} 


soft goods into the supermarket: 

1. An article must have a high 
rate of consumption in the home. 

2. It should be a familiar, read- 
ily recognized article capable of 
inspiring an impulse purchase. 

3. It must be packaged to show 
the article, answer all questions 
about it and do the work of a sales 
clerk. 

4. It must be a display with an 
intelligent realization that this is 
an article of apparel. 


s 5. The price range must be one 
which will bring the item within 
the means of at least 80% of the 
customers. 

6. The variety should be limited 
to the fastest selling styles, types 
and items only. 

7. There must be some objective 
means of maintaining quality and 
reassuring the consumer. 

8. The product needs to be 
adapted both to the changing pat- 
tern of the consumer’s life, and 
the changing methods of retail 
distribution. 

9. It is important to understand 


| the role which a product plays in 
| the life of its consumer. 


10. The concept of “service” is 
vastly different in the food field 
as compared with the soft goods 
outlets. 

11. The cost of distributing tex- 
tile-apparel items through super- 
markets is higher than through 
the traditional channels. 


Miller Brewing Co. Names 
Fowler Acting Sales Head 

R. R. Fowler, formerly merchan- 
dising director of the National 
Beer Wholesalers Assn., has been 
appointed acting 
general sales 
manager of Mil- 
ler Brewing Co., 
Milwaukee. He 
succeeds Paul E. 
Mueller, who has 
resigned to enter 
private business. 

Before opening 
his own consult- 
ing business in 
1948, Mr. Fowler 
had been associ- 
ated with Procter 
& Gamble Co., Cincinnati, for 10 
years and from 1942 to 1948 he 
was merchandising manager of 
Owens-Illinois Glass Co., Toledo. 


R. R. Fowler 


Renames Phil Gordon Agency 


A. L. Langenfeld, New Holstein, 
Wis., has reappointed the Phil 
Gordon Agency, Chicago, to han- 
dle all advertising for Flexiclog 
wooden sandals and handbags. 
Newspaper, magazine and direct 
mail advertising will be used for 
the account, which has been serv- 
iced by Ruthrauff & Ryan. George 
Howe, formerly with the Contain- 
er Corp. of America, Chicago, and 
Swan Studios, Chicago advertising 
art studio, has joined the Gordon 
art staff. 


Frigidaire Promotes Three 


B. W. Alvey, supervisor of water 
heater sales for Frigidaire division 
of General Motors Corp., Day- 
ton, O., has been promoted to man- 
ager of rural sales of the appliance 
sales department. Mr. Alvey suc- 
ceeds James R. Cobb, who has been 
advanced to manager of home 
laundry sales. Fred M. Mitchell, 
the former home laundry sales 
manager, has been named manager 
of the Roanoke branch of Frigi- 
daire Sales Corp. 


MOUNTAIN STATES 
AUTOMOTIVE JOURNAL 


Gives you complete coverage of the 
Automotive Industry throughout the 
Rocky Mountain West—wherever cars 
and trucks are serviced or repaired! 
Oct. 1952 Compared with Oct. 1951: 


Total Number Pages............ Up....33'4% 
Number of Advertisers.......... Up....54 % 
Circulation (free controlied)..... Up....80 % 
Volume of Advertising... Up. .175 % 


Guaranteed Monthly Circulation—9,000 
Mountain States AUTOMOTIVE JOURNAL 
P.0. Box 208, Denver 1, Colorado 
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23% IN TWO 


Strengthens dealer organization 


ty 


and registers consistent sales 


gains by using Chicago Tribune 


consumer-franchise plan 


UNIT SALES up 23% within two years—that’s the success 
story of the Easy Washing Machine Corporation in the 
Chicago market. 

Registering outstanding gains in its share of the mar- 
ket in both 1950 and 1951, Easy for more than three years 
has placed in the Chicago Tribune its entire Chicago 
appropriation for general newspaper advertising. 

In planning its Tribune campaign, this company has 
had two objectives: to create a consumer franchise in the 
Chicago market and to secure the strong dealer support 
needed to capitalize on this consumer demand. 

Thru its agency, Batten, Barton, Durstine & Osborn 
of Buffalo, N. Y., Easy adopted a program of advertising 
designed to achieve both objectives. To create consumer 
demand, Easy aimed its Chicago campaign at the huge, 
responsive audience of the Tribune. 

To get dealers solidly behind the Easy line, the cam- 
paign made use of the Tribune’s Selective Area zoned 
circulation feature which enables dealers to benefit 


CHICAGO TRIBUN 


THE WORLD’S GREATEST NEWSPAPER 
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uniquely from the impact of the advertising right in each 
dealer’s own neighborhood. 

Presenting strong brand copy over the dealers’ names, 
the campaign has averaged one 1,000-line insertion per 
month for more than three years. 

Reports H. J. Gerrity, Easy divisional sales manager, 
“The Tribune campaign has been a double-barreled suc- 
cess from the start. It has produced the consistent sales 
volume we want during an unstable period and... it has 
been an important factor in the building of our present 
strong dealer organization in the Chicago market.” 

Here is another example of how a Chicago Tribune 
consumer-franchise plan can help your advertising pro- 
duce customers just as your plant produces merchandise 
—with maximum efficiency from every dollar invested. 

To make the most of your sales opportunities in the 
important Chicago market, find out what a Tribune 
consumer-franchise plan can do for you. Get in touch 
with your Tribune advertising representative today. 


ADVERTISING SALES REPRESENTATIVES 


Chicago New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 


San Francisco 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 1127 Wilshire Bivd. 

MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Los Angeles 
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Hutchinson Leaves Ad Post 
Roy M. Hutchinson, first adver- 

tising director of Everywoman’s 

Magazine, New York, has resigned. 


PHOTO-REPORTS 

ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to 
obtain on-location photos, case histories, 
stories and relecses. 

For more information write or phone 

SICKLES PHOTO-REPORTING SERVICE 

38 Park Ploce, Newark 2, N. J 


Paul Hunter, publisher, told AA 
that no successor to Mr. Hutchin- 
son would be named for at least 
another week. 


Lumbard-Watson to Waters 

Lumbard-Watson Co., Auburn, 
Me., has appointed Norman D. 
Waters & Associates, New York, to 
handle advertising for Cushionized 
and Cushionette shoes. For spring, 
magazines will be used in space 
varying up to a page, backed by a 
trade campaign and a dealer sales 
helps program. 
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Controlled Circulation Audit Has 
Lien on Name for Combined Audits 


(Continued from Page 1) 
for Putman Publishing Co., out- 
lined some of the problems in- 
volved in reporting paid circula- 
tion separately from unpaid in 
CCA reports, and offered a propos- 
al that CCA offer its members a 


two-part audit report and publish- 
er’s statement, one part required 
data and one part optional data. 
“Part 1 of the suggested two-part 
audit,” he said, “would consist of 
data of fundamental importance— 
substantially what we now audit. 


ania 
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it can't 


MONTREAL 
W. E. BROWNING 
1106 Dominion Sq. Bidg. 


CHICAGO 
THE JOHN E. LUTZ CO. 
435 N. Michigan Ave. 


NEW YORK 
O'MARA & ORMSBEE 
420 Lexington Ave. 


. forward, place head against wall and 
lift up chair. Then try to bring head away 
from wall without moving your feet. Try it. 


be done 


/ Stand three foot-lengths from wall and 
place chair between you and wall. Lean 


It Can’t Be Done... any more than you 
can cover Canada’s rich metropolitan TORONTO 
market without THE TELEGRAM. 


In metropolitan TORONTO 


*130,972 Adults 


Read... Daily... Only One Daily Newspaper... 
THE TELEGRAM 


This exclusive Telegram circulation is greater than the adult 
population of Windsor, Calgary, Halifax, London, Regina or Victoria. 
When you plan campaigns for Canada’s major markets, remember 
exclusive “Tely-Toronto” is one of Canada’s largest “cities” 


THE TEEEGRAM 


_ Daily plus Weekend 
TORONTO 1, CANADA ‘ 


= 


*Daniel Starch and Staff 
Represented in Canada 
by Gruneau Research Ltd. 


MORE THAN 500,000 PEOPLE IN CANADA’S 
RICHEST MARKET READ THE TELEGRAM 


This, as now, would be required 
of all publication members. Part 
2 would consist of whatever addi- 
tional data a publisher might him- 
self wish to report, in whatever 
form or detail he desired—subject 
always to the requirements that 
such data be factual, reiate to his 
circulation list, and be auditable 
from the publisher’s records. . . 


s “The data which a_ publisher 
would elect to report in Part 2 is 
probably already included in his 
| promotional material anyway,” Mr. 
Riddle continued. “Therefore, the 
| only change in the over-all situa- 
| tion would be that he could pro- 
| cure an audit on those figures if 
| he wished to do so. In the last an- 
| alysis, the market place ‘regulates’ 
| the contents of a publisher’s pro- 
| motional material. By the same 
token, the market place—rather 
than the CCA board—would ‘regu- 
late’ the contents of Part 2 of such 
an audit report. 

“Finally, it would constitute a 
constructive move towards better 
meeting the needs of more buyers 
and more publishers.” 

Action was taken at the meeting 
to ratify two amendments to the 
constitution. One changes the dues 
structure and will increase dues 
about $25 per publication. The 
other will make all members eligi- 
ble to be nominated for president. 
Until now only advertiser-mem- 
bers were eligible. 


s Newly elected officers are G. 
Kenneth Thornton, advertising di- 
rector, Scovill Mfg. Co., president; 
William H. Schink, director of me- 
dia, G. M. Basford Co., v.p.; George 
W. N. Riddle, director of develop- 
ment, Putman Publishing Co., sec- 
retary, and Arthur A. Kron, ex- 
ecutive v.p., Gotham Advertising 


Agency, treasurer. The latter two 
were reelected. 
New board members include: 


Agencies—C. E. Livingston, Ket- 
chum, MacLeod & Grove, and Da- 
vid B. Arnold, Gray & Rogers 
Publishers—Arthur H. Dix, Con- 
over-Mast Publications, and Wil- 
liam Chapman Jr., Medical Eco- 
nomics Inc. Advertisers—Joseph F. 
Hobbins, Anaconda Copper Mining 
Co.; A. E. Hohman, Blaw-Knox 
Co., and Albert Carroll, Merck & 
Co. Adin L. Davis continues as 
managing director. 


‘Home Modernizing’ Bows 
March | as Semi-Annual 

Small Homes Guide Inc., Chi- 
cago, publisher of Small Homes 
Guide, will bring out another 
semi-annual magazine, Home 
Modernizing, on March 1, 1953. It 
will have 350,000 distribution to 
newsstands and a guaranteed paid 
circulation of 225,000. The base 
rate is $1,500 for a bew page. Trim 
size is 85/16x11%4”. Containing 
three sections—“inside, outside and 
all around the house’’—it will aim 
at families interested in modern- 
izing older homes. 


B.B. Pen to Roy S. Durstine 

B.B. Pen Co., Hollywood, has 
appeinted Roy S. Durstine Inc. to 
direct its advertising. The account 
will be handled by the agency’s 
New York and Hollywood offices, 
and will be supervised by Roy 
Durstine. The 1953 campaign, 
which will cover every market, 
will center around the Rol-Rite 
pen, launched in 1946. Foote, Cone 
& Belding had the account previ- 
ously. 


Let’s Get the 
Picture Straight 
++-@ second way 


See next week’s issue 
of Advertising Age 


(ADVERTISEMENT) 
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A'YEAR AGO, BY LAUNCHING THE BIGGEST of 
12 MONTH AD CAMPAIGN EVER 


TO APPEAR ON A SINGLE PRODUCT IN A 


134 PAGES IN 
RETAILING DALY 
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SOL SACKEL 


Helly Mypeie del 
BOLTAFLEX 


134-PAGE 


IN RETAILING DAILY & 


A STATEMENT FROM SOL SACKEL, DIRECTOR OF 
ADVERTISING, BOLTA PRODUCTS SALES, Inc. 


ae We are renewing our advertising in Retailing Daily for 1953, and are planning 


a schedule about as heavy as we are running this year .. . 184 pages. We are 
strong believers in the philosophy of ‘domination through concentration,’ and 
we have had ample evidence that our advertising concentration in Retailing 
Daily has been one of the basic factors in establishing Boltaflex in its present 
dominating position in the plastic upholstery field. 


We know that it is the retailer who ultimately determines whether our product 
(or our competitor’s) will move. So we are going to keep on talking to him frank- 
ly, sensibly and frequently through his own newspaper, Retailing. We are going 
to tell him about our consumer advertising campaigns; about new developments 
from our laboratories; about new patterns and finishes; about the selling power 
of the Boltaflex label; about the constant improvement of our products; and 
about the successes which other retailers have had in promoting Boltaflex- 
covered furniture. 


This kind of advertising in Retailing Daily pays off. It has won us the backing 
of leading retailers throughout the nation. Specifically, our campaign in 


Retailing Daily - tHe ony 


H. B. Humphrey, Alley and Richards, Ine. is the 
advertising agency for Bolta Products Sales, Inc. 
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RENEWS ITS 
AD SCHEDULE 


FOR THE COMING YEAR' 


Retailing for the past five years can take a large share of the credit for the 
following: 


1. Each year, more and more retailers are running promotions around 
Boltaflex-covered furniture. 


2. More and more retail ads appear each year featuring the Boltaflex 
name—and without participation on our part. We received close to a 
million lines of such advertising this year alone! 


3. The Boltaflex tag and trademark have become basic sales-producing 
tools to retailers. 


4. All this has been reflected in steadily increasing Bolta flex sales. 


The fact that we are renewing one of the largest space contracts ever placed in 
advertising history should give you some idea of the importance we attach to 


Retailing Daily and its ability to get the Boltaflex story across to the nation’s ee 


retailers. 


DAILY NEWSPAPER OF THE HOME FURNISHINGS INDUSTRIES 


7 EAST 12th ST., NEW YORK 3, N. Y. 
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The Single-Station Market Problem 

It was, of course, mere accident that FCC Hearing Examiner Leo 
Resnick should have issued his opinions on the proposed ABC-United 
Paramount Theaters merger and other subjects just a day before 

PVERTISING AGe’s annual broadcast advertising review went to 

‘.: last week. The section, master-minded by Maurine Christopher, 
AA’s radio-TV specialist, and put together by a task force of more 
tifan a score of AA editors and correspondents, brought the fast- 
Ghanging, complex broadcast advertising picture into at least mo- 
m@ntary focus 

But to get back to Mr 
of the points he made in suggesting that ABC be 
with United Paramount was that the merger would increase competi- 

among networks because UP would bring needed financing into 
thé ABC picture. 

Vet it does not seem to make much sense for FCC to talk about the 
need for strong competitive networks while refusing to inconvenience 
itaeif in order to assure sufficient outlets in metropolitan areas to 
Petmit those networks to operate. 

Of 63 pre-freeze TV markets, 40 have only one station, 11 have 
tw6 stations, and eight have three stations. There are only four cities 
where four networks can compete on equal terms, as far as station 


to the FCC: One 
allowed to merge 


Resnick and his report 


availability is concerned 

Obviously, not all of these 63 markets will be able to support 
four TV stations. But it goes without saying that cities like Pitts- 
bufgh, St. Louis, Miami, New Orleans, Seattle—to cite only a few— 
éanm support more than one station 

The construction freeze has been off for five months. In that period 
BCC has given out 108 construction permits. But the commission 
sticks rigidly to a priority system which precludes additional stations 
for pre-freeze TV cities for months, and probably for years. 

Nobody wants to deprive Williamsburg, Pa., Pensacola, Fla., or 
Lynchburg, Va., of the opportunity to get TV. On the other hand, 
FCC members themselves have pointed out that the existing priority 
system is likely to give Denver—which was not served before the 
freeze was lifted—seven stations before St. Louis gets a second one 

Mr. Resnick is right in putting a spotlight on the struggle the 
networks have waged for time in the one and two-station markets. 
This struggle cannot end satisfactorily, from the pubtic’s standpoint, 
until there are enough stations in key cities so the networks can 
compete for audience, rather than for the favors of station manage- 
ment. If FCC is really interested in strong, competitive networks, 
it had better find a way to move up the processing of applications 
the metropolitan markets. 


from under-served 


The Ford Foundation: A Useful Push? 


The enthusiasm which greeted of “Omnibus,” 
new TV program developed by the Ford Foundation’s TV-Radio 
Workshop for commercial sponsorship, may mark a turning point in 
the quality of TV programming 

The Ford Foundation has the money with which to experiment; 
and if its experiments continue to demonstrate that a somewhat 


has introduction 


higher level of audience fare can attract rather than repel audiences, 
there is every reason to believe that the entire structure of TV pro- 
gramming may benefit. 

As we have frequently pointed out, advertising addressed to the 
masses cannot afford to be very much ahead, or very much behind, 
the general level of public taste. If it is, it does not attract the mass 
audience upon which it depends for success. Unfortunately, too often 
the advertiser plays it safe by staying a bit behind the general level. 
Maybe the foundation can prove, once again, that it is smarter to 
move a bit above, and to keep moving in that direction. 
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—McFeatters in the Chicago Sun-Times 


“A pleasant ‘Good Morning’ is sufficient, Mervinl” 


What They're Saying 


Business in Government 

Business thrives under good 
government, with good services. 
But it cannot expect others to car- 
ry the burden of providing good 
government. If business is to pros- 
per and grow along with other 
segments of our society, if it is to 
make a maximum contribution to 
our total welfare, it must get into 
politics and stay. 

How a company carries out this 
citizenship responsibility is pretty 


much a matter of choice and of 
circumstances, I would say. At 
Ford Motor Co., it’s a separate 


and distinct central office activity, 
with a small, fulltime staff. It 
happens, in fact, to be my partic- 
ular job at Ford. 

For a year or so, we experi- 
mented with a broad variety of 
activities under the title of the 
Office of Information on Govern- 
mental Affairs. However, because 
of the company’s participation in 
the defense effort after the Kore- 
an outbreak, it became necessary 
for us to establish a separate and 


more specialized activity in Wash- | 


ington to maintain direct liaison 
with federal agencies. At that 
time, we realigned the functions 
of the original office and redesig- 
nated it as the Office of Civic Af- 
fairs, our present title. Very brief- 
ly, our present functions are: 


1. To keep directors and officers of the 


company informed regarding trends and 


affairs in state and municipal govern- 
| ments and their possible effect on com- 
| pany policies and operations 


2. To represent the company in policy 
matters and general affairs which concern 


relationships “with state and municipal 
| governments and civic groups 
| 3. To serve as a member of special 
| governmental or civic committees and 


boards in which the company participates. 


Now what that means, simply, 
is that we at Ford have recognized 
our own direct stake in good gov- 
ernment and are participating, in 
an organized way, in those activi- 
ties which make for good govern- 
ment. As far as we know, our of- 
fice is one of the first of its kind 
in the country. Its main advantage, 
as we see it, is that it centers re- 
sponsibility for this activity and 
enables us te maintain a continu- 
| ing, long-range grasp of political 


issues in which we have a special 
interest. 

This is not, as some might say, 
an activity that only larger com- 
panies can afford. It’s not the size 
of the office that counts, or even 
the fact that there is a separate, 
fulltime office. It’s the approach 
to the problem that matters—the 
willingness, first, to carry out the 
company’s citizenship responsi- 
bilities to the maximum extent 
and, second, to make someone re- 
sponsible for seeing that the job 
is done. Even a small company can 
afford to designate some one per- 
son, even on a parttime basis, to 
serve as its civic affairs repre- 
sentative. 

—Thomas R. Reid, Director of Civic 

Affairs, Ford Motor Co., speaking at 

the annual National Conference on 


Government of the National Municipal 
League in San Antonio, Tex. 


Your Errors Here? 
Advertising people necessarily 


|develop a passion for succinct 


writing—for two reasons: Wordy 
writing is bad writing; space is 
precious. 

Those in charge of printed ma-| 
terial for schools and camps can | 
also benefit from word economy. | 
Clear, precise writing conveys a 
favorable impression of your in- 
stitution. 

Here are a few glaring—but 
actual—examples of ungrammat- 
ical, careless writing: 

past history (all history is past) 

equally as good (either suffices) 

will be announced later (later 
is superfluous) 

general consensus of opinion 
(consensus equals the doubly re- 
dundant phrase) 

The italicized words in the fol- 
lowing expressions are also re- 
dundant, and should receive the 
editorial sickle: 

close proximity, final outcome, 
continue on, necessary requisite, 
undergraduate student, assemble | 
(or attach) together, quite unique, | 
may (or might) possibly, out 
nevertheless, throughout the whole | 
of, every now and then, mutual 
advantage of both, square in shape, | 
few in number, and moreover, 


—Ayer School Service, October issue, 
published by N. W. Ayer & Son,! 


Philadelphia. | 


Rough Proofs 


| Business Week has discovered 

the ABC and Jim Shryock, and 
| has also come up with the interest- 
|ing finding that it is named the 
| Audit Bureau of Circulation. 
| ° 

Business men who have been 

attacking bureaucracy in govern- 
ment are sometimes reminded that 
they frequently have quite a few 
bureaucrats in their own organiza- 
| tions. 


Groucho Marx asked a quiz 
| show contestant the other evening 
| what organization “AMA” stands 
| for, and got the expected answer, 
|“American Medical Association.” 
| Just goes to show what a good job 
of public relations can accomplish. 
* 


ONCE OVER VERSUS 
THE FULL TREATMENT? 

Rough Proofs’ field scouts re- 
port after painstaking research 
that Life, Look and Esquire are 
the magazines usually available in 
barber shops, while patients of 
doctors and dentists are most often 
given copies of Time, Reader’s 
Digest and The New Yorker. 

e 


Reorientation faces government 
employes, reports the world’s 
greatest advertising journal, which 
no doubt used “reorientation” as 
a euphemism for “finding another 
job.” 

. 


Harley McNamara says grocers 
who take on non-food lines like 
the big gross margins, but should 
remember that a gross margin 
never becomes a net profit until 
the merchandise is sold. 

» 


Mr. McNamara confesses that 
he is an old-fashioned customer 
who goes to a drug store to buy 
drugs, and not to work his way 
around displays of baseball bats, 
electric toasters and nylon hosiery. 

+ 

Gladys the beautiful receptionist 
says she sees garbage disposal ma- 
chines are now being advertised 
as Christmas gifts, and she hopes 
Santa Claus doesn’t wear himself 
out bringing her one. 

+ 

Poetic justice befalls the space 
buyer who makes an appointment 
with his favorite m.d., and then 


| spends two hours chewing his 


nails in the reception room. 
. 

Advertisers are offering big 
bonuses to consumers these days, 
such as the promise of Reddi-Wip: 
“Now her pumpkin pie becomes 
‘mate bait’.” 

+ 

Lionel trains, the ad says, are 
worth being good for. And the 
boy who already has one is willing 
to be extra good for an automatic, 
self-loading and discharging milk 
car. 

+ 

Cadillac has “all but unbeliev- 
able endurance—so great there is 
no practical limit to the car’s life 
and utility.” 

At Cadillac, who worries about 
the replacement market? 

e 

“Just tell the man you want Im- 
perial.” 

With or without tax? 

Copy Cus. 
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DELAWARE 


This 84-page rotogravure sup- 
plement was distributed free with 
the Monday, October 13th issue 
of The Philadelphia Inquirer. 


i) 


Now in its 19th See ee 5, 
Consecutive ree Fac ik Nar th 
Year of Total o 
Advertising Leadership "2 ae 
in Philadelphia! es 


Exclusive Advertising Representatives; ROBERT T. DEVLIN, JR., Empire State Bldg., N.Y.C., Longacre 


© xem 
N) | f i 
4 Wt eWodo 
eran anne 


perecttOn rs 


readable form of the tremendous growth in Delaware Valley, 
people living here, it is a vivid and 
romantic story that not only points clearly to great 
challenges and opportunities, but also 


awakens the public to the new 


responsibilities this growth now presents. 


MEET 
A PUBLIC 
NEED ¢ 


ANOTHER EXAMPLE OF HOW THE PHILADELPHIA INQUIRER 


CONSTRUCTIVELY SERVES THE WORLD'S 
GREATEST INDUSTRIAL AREA. This profusely illustrated 


and well-documented supplement tells for the first time in concise, 


U.S.A. For the 4,500,000 


SINGLE COPIES ARE STILL AVAILABLE 


Requests for this invaluable 
source of information about this 
rich, industrial area will be 
promptly filled. Address: Gen- 
eral Promotion Dep't, Tue 
Puitaperpuia INouirer, Phila- 
delphia 1, Pa. There is no charge. 


The Philadelphia Inquirer 


CONSTRUCTIVELY SERVING THE WORLD’S GREATEST INDUSTRIAL AREA 


5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3.6270; GEORGE S. DIX, Penobscot Bldg, Detroit, Woodward 5-7260, 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 ¢ 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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In charge of Domestic En - 
gineering’s Bay City re 
modeling survey was Dr 
Charles L. Allen, director 
of research at Northwest 
ern University and well 
known authority on con 
q im, Sumer buying studies. Dr 
4 Allen edited the 125-part 
estionnaire, instructed the researchers in 
i scientific technique to be used, and 
Supervised the interviews and the tabulation 
the survey. Director of 55 other con 
Sumer studies, Dr. Allen stated that the 
Bay City project was one of the most 
femarkable and successful ever conducted 


A total of 563 Bay City 
homes were entered and 
examined as to their plumb 
ing, heating, air condition. 
ing and appliance remodel. 
ing potential, as shown by 
this typical researcher. Not 
only was a verbal inter 
view made with the home- 
owner but actual examina- 
tion was made of the equip 
ment. Buying habits and 
buying plans were also tab- 
ulated, both as to type and 
brand of merchandise in 
the home at present and 
that residents needed and 
planned to buy in the next 
two years 


Another chapter of The Bay City Story was written in more 
than 50 depth interviews made in industrial plants, restaurants, 
schools and various other institutions, to examine the present 
facilities in these structures and to find out plans being made 
for their improvement. While the nature of these studies make 
tabulation impossible, the facts discovered will be treated and 
comprehensively interpreted in Domestic Engineering's edi 
torial columns 


The farm market poten 
tial was not overlooked, 
with 108 Bay County 
rural homes inspected by 
the Domestic Engineer- 
aA ing interviewers, Here, on 
~ these visits, attention was 
et not only paid to the 
j house interior, but also 
to the condition or need 
for facilities in outbuild- 
ings and other places on 
the farm. Past remodel. 
ing and plans for it in 
the future were also discussed as part of the interview to dis- 
cover the scope and prospects of this market, 


If you make building materials, equipment or appliances, consider the remodeling market. 


Constantly-growing, relatively non-competitive, it offers you and your dealers a thunderhead of sales 


opportunities. 


It can be your major source of sales in 1953. 


Up to now, no one has really understood the true 
sales potential of the remodeling market . . . 

Not until Domestic Engineering sent a crew of 40 
researchers to Bay City, Michigan to conduct a survey 
of home owners and building operators—a survey which 
went far beyond “buying intentions”; a survey based 
upon personal inspection of buildings and their equip- 
ment; a survey which measured income and ability to 
pay, as well as desire to buy. 

The result is “The Bay City Story”—the most 
penetrating and extensive analysis of remodeling ever 
written. It dramatizes r deling; evaluates it. It 
illustrates the best approaches to this market. It opens 
the door to your 1953 remodeling market. 

The survey was under the direction of Dr. Charles 
L. Allen, Assistant Dean and Director of Research for 
The Medill School of Journalism, Northwestern Uni- 
versity. Thirty-five Domestic Engineering staff mem- 
bers, five graduate students from Northwestern Uni- 
versity and a number of local volunteers spent a full 
week interviewing 563 households in Bay City, 108 farm 
households in the surrounding area, plus the operators 
of 50 hotels, hospitals, factories and other big structures. 
The questionnaire included 125 questions which, to- 
gether, provided a complete inventory of mechanical 
equipment in a city fairly typical of the nation as a 
whole and very typical of the northern tier of states. 

The Bay City Story (first installment) is the lead 
feature in the November issue of Domestic Engineering, 
which is wholly devoted to modernization, in all of its 
facets, and which starts a year-long campaign for mod 
ernization business. Get this issue to orient your owr 
sales staff to the remodeling market. 


> OER ee ate 


This issue describes the “Modernization Week” pro- 
motion—a concentrated educational campaign launched 
by a mayoral proclamation, sponsored by Domestic En- 
gineering and aggressively promoted by the local news- 
paper, radio station and civic groups. This special week 
served as setting for the Bay City survey, but a similar 
special promotion can be made to work in any trading 
area. 

This modernization number contains, also, a nation- 
al estimate of remodeling potentials compared to Bay 
City and drawn from 300 other tiading areas distributed 
throughout the nation. 

The issue thoroughly explains the merchandising 
methods most effective in selling modernization, and 
reports applicable financing methods in an encyclopedic 
manner. 

The 394-page November issue of Domestic Engi- 
neering includes scores of advertisements, from leading 
manufacturers, which are built around the moderniza- 
tion theme. These advertisements are full of ideas on 
remodeling from the manufacturers’ standpoint . . . 
ideas which will stimulate your own thinking. 

If your product has a remodeling application in 
any kind of structure—houses, institutions, industrial 
plants, commercial establishments, farm buildings— 
then the Remodeling Issue of Domestic Engineering is 
“must” reading for you and your key planning personnel. 

Only a few thousand extra copies are available. 
Orders for these (cash with order) will be filled on a 
first come, first served basis. 

Get the Remodeling Issue of Domestic Engineering 
now. It’s your “50-cent entreé” to a multi-billion dollar 
market. Use coupon. 


USE IT AS YOUR GUIDE TO 8 - 


REMODELING SALES! 


That’s what hundreds of manufacturers of various types of building materials, equip- 
ment and appliances are doing. The demand for copies of Domestic Engineering’s November 
Remodeling Issue is great . . . to be sure of getting your copy send your order without delay. 
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4 DOMESTIC ENGINEERIN | 
3 1801 Prairie Avenue, Chicago 16, Ill. a 
' Please send me a copy of the big November Remodeling Issue of Domestic Engineering, ' 
) for which I enclose 50 cents. If supply is exhausted when this order is received, I ' 
8 understand that my 50 cents will be refunded. ‘ 
- Name : 
i Company Name 4 
| Street Address t 
t City sis Zone State 8 
s J 
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® Highest weekday and Sunday tradi 
area circulation! 

® Highest ABC-recognized home-deliv- 
ered circulation in the nation! 

® Circulation concentrated in retail 
trading area—96% weekdays, 87% 
Sundays! 

® Best coverage of home-owners, auto- 
owners and owners of major consumer 
durables! 

® Carries practically as much linage 
as both other Detroit newspapers 


combined! 

467,066 577,826 

highes! weekday cir- hi st Sunday cir- 
culation in Detroit culation in Detroit 
News’ history News’ history 


A. 8. C. figures for 6.month period ending March 31, 1952 


The Detroit News 


THE HOME NEWSPAPER 


> == 
eat ed age ee 4 The Detroit Market Story:— 


® Annual Retail Sales over 4 billion 
dollars! 


© Employment is now at an all-time high! 


® Factory wages are highest of any 
major market! 


*New defense plants starting full 
production! 


© Family Income highest of all major 
markets! 


® Nearly 100,000 new homes built in 
past 3 years! 


the etal Stone ee ye fhe 


Owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Certorn OfMicos, 110 f. 42nd St, New York 17—under management of A, H. KUCH! 
WesternOMices: JOHN E. LUTZ CO., Tribune Tower, Chicege 


Advertising Age, November 24, 1952 


2nd ‘Glass House’ 
Opened for Lever 
Product Research 


Epcewater, N. J., Nov. 18—For- 
mal ceremonies marked the open- 
ing today of Lever Bros. Co.’s new 
multi-million dollar research cen- 
ter. 

The five-story center, which 
bears a close family resemblance 
to Lever’s new glass building in 
New York, will house all of the 
company’s developmental opera- 
tions, formerly scattered across 
the country. Its opening also marks 
the 50th anniversary of technical 
research for Lever products. 

Of the structure’s 127,520 square 
feet, 37,000 are taken up by a pilot 
plant which manufactures all Le- 
ver products, duplicating main 
plant operations in miniature. 


® Dr. L. B. Parsons, director of the 
company’s research and develop- 
ment division, will be in charge of 
the research center’s five operat- 
ing departments. A laboratory staff 
of 300 includes chemists, bacteri- 
ologists, physicists, physiologists, 
perfumers, pharmacists, nutrition 
experts, dentists, beauticians, der- 
matologists, toxicologists, pathol- 
ogists, histologists and bakers. 

Some of the facilities in the lab- 
oratory include x-ray equipment 
which dislodges dirt without suds 
or water; a “perfume organ” at 
which specialists can call upon an 
astronomical number of blend 
|combinations to find the right 
scent for a cake of soap; a “foam 
fractionator” which can deter- 
mine the “collapse point” of suds, 
and instruments which measure 
soap or detergent films so deli- 
cate that it would take 10,000,000 
|of them to make an inch. 


le Batteries of home washing ma- 
chines churn all day to solve wash- 
ing problems. Nine young women 
spend their days in a housewife’s 
nightmare—they do nothing but 
soil, wash, resoil and rewash 
| dishes, to measure the efficiency 
of soaps and detergents. 

A rotary brush tester in the 
| dental clinic can duplicate a life- 
{time of teeth brushing in a few 
|days, and an “osmoscope” meas- 
ures the effect of dentifrices in 
keeping the breath sweet. 

In the hair iaboratory, a “fiber 
extensometer” pulls, stretches and 
measures physical properties of a 
human hair, before and after 
treatment with various solutions. 


Kaye-Halbert Opens in Seattle 

Kaye-Halbert Corp., Los Ange- 
les producer of TV receivers, has 
opened a branch in Seattle and 
will run an intensive campaign to 
herald its entry into the market. A 
radio spot campaign will run on 
stations in Seattle, Tacoma and 
Bellingham and dealer lists will 
run in newspapers. Kaye-Halbert 
is a direct advertiser. 


Forms Non-Food Section 


A special merchandising depart- 
ment devoted to equipment sales in 
non-food businesses has been cre- 
ated by S. A. Hirsh Mfg. Co., Sko- 
kie, Ill., shelving manufacturer. 
The department will handle sales 
of Hirsh display equipment for 
buyers of department, drug, hard- 
+ ay variety, and other non-food 

nes. 


Let’s Get the 
Picture Straight 
+++@ second way 


See next week’s issue 
of Advertising Age 


(ADVERTISEMENT) 
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the Farmer-Stockman i 


ae: 


Edited to Help Rural Families Grow Better Crops, Improve Their Livestock, Enjoy Modern Equipment and Achieve Finer Living 


Farmer-Stockman 
Oklahoma City—Dall 
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To Kal, Ehrlich & Merrick 

Christian Heurich Brewing Co., handle 
Washington, has appointed Kal, Georgetown 


TA 


A 
rT ~ ane 
Post-Crescent 
ig the ONLY paper in 


Wisconsin offering ALL THESS 
SERVICES FREE! 
1) 70% Tice-im Guarantee! 
2) Twice Weekly Dealer Contacts! 


BD Complete Grocery 


— Dres 


Route Liste & Mailing Plates! 


+ 


Annual Consumer ~~ de Corporate 
Habit Study — th APPLETON Is Not 
Edition Now APPLETON, WISCONSIN! 
Available! guy THIS IS—(195@ Census) 
APPLETON (including 


Kimberly— 
Little Chate— 
Miscellaneous 5.139 


Circulation, Ci 


ty and Retail Trading Zone 


for 
beer 


advertising 
premium and 


pleton q 


OMLY | MEDIUM 


Provides thorough 
saturation of this 
CITY ZONE MARKET’ 


The APPLETON POST-CRESCENT 


with 
93.2% COVERAGE 


of the City Zone’ 


TOTAL CIRCULATION 


New In Excess of 


30,500 Deily 


TEST IT IN APPLETON 
WRITE — WIRE — PHON 


tt about WISCOnsin 


) 1 aphet 
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Ehrlich & Merrick, Washington, to Senate beer. Henry J. Kaufman & Appoints Watson Ad Manager 
Old Associates, 
ac 


Washington, had the 


previous!\ 


Walter Addison Watson, former- 
lv advertising manager for Pack- 
ard-Bell Co., Los Angeles manu- 
facturer of radio and television 
sets, has been appointed advertis- 
ing manager of the Perlite division 
of the Great Lakes Carbon Corp., 
Los Angeles. Direction of adver- 
tising, sales promotion, and public 
relations for the division has been 
transferred from New York to Los 
Angeles. 


count 


1950 
U.S. Census 


APPLETON ° 


Cty Zone 
Population 


83,277! 


Onty Milwaukee Madion 
.& Racine are larg, 


M&R Dietetic Promotes White 

William B. White has been pro- 
moted to advertising manager for 
M&R Dietetic Laboratories, Food 
Products Division, Columbus, O. 
Mr. White formerly was sales pro- 
motion manager. He has been with 
the company for 2‘ years. 


Artley Advertising Moves 

Artley Advertising, New York, 
has moved to new offices at 10 E. 
52nd St. 


Kroll Joins ‘Charm’ 

Anne G. Kroll, formerly with 
Women's Wear Daily, has joined 
the staff of Charm, New York. 


— For More Details 
— COLLECT TODAY! 


SOLID 
| CINCINNAT} 


REaos THe 
| CINCINNAT; 
ENQuiRER 


Draw a bead on this! More and more and 
more . . . Cincinnati is a morning-newspaper 
town! Today, the Daily Enquirer has 
more circulation within the retail trading 
zone than the fota/ circulation of any 
other Cincinnati daily. 


Represented by Moloney, Regan and Schmert, Inc 


Canada May Lift 
Ban on Licensing of 
Private TV Stations 


Ortrawa, Nov. 18—Following a 
meeting of some members of the 
cabinet of the Canadian govern- 
ment and representatives of the 
Canadian Assn. of Broadcasters, 
reports indicate that restrictions 
on the licensing of private televi- 
sion stations, imposed last spring, 
may be relaxed. 

Under present regulations, pri- 
vate stations may not be erected 
in Canada until after Canadian 
Broadcasting Corp. has established 
TV outlets in key points around 
the country. 

However, at a closed meeting 
with the prime minister and cabi- 
net last week, CAB presented a 
brief recommending that private 
licenses be granted. Neither party 
has disclosed the outcome of the 
discussion, but it was learned that 
CAB delegates were given indica- 
tions that the government policy 
may be changed. 


@ The CAB brief was backed by 
a wire from the directors of the 
Assn. of Canadian Advertisers to 
the cabinet following the meeting 
in which it was declared that the 
“private development of televi- 
will benefit the public and 
business generally.” 

The brief which CAB presented 


sion 


to the cabinet members at the 
meeting recommended 
1. That the government grant 


television licenses to private appli- 
cants. 

2. That an “independent and 
impartial” tribunal be established 
to replace the CBC as TV licensing 
body 

3. That all “non-government” 
applications for television licenses 
be considered fairly and impartial- 
ly on the merits of the applica- 
tion and the experience of the 
applicant 

4. That operators of TV stations 
be permitted to operate in “a prac- 
tical and realistic atmosphere, de- 
signed to permit provision of max- 
imum and satisfactory service to 
their respective communities.” 


Kaywoodie Halts Trio Orders 

Kaywoodie Co., New York, an- 
nounces that demand for its Yello- 
Bole Trio set of three pipes and a 
pipe rack has so outrun supply 
that it has been compelled to stop 
taking orders indefinitely. The Yel- 
lo-Bole Trio, which is gift pack- 
aged and sells for $5, is the biggest 
single sale in the history of the 
company, according to Bernard 
Gould, sales chief. Consumer ad- 
vertising for the set is just now 
breaking. Grev Advertising Agen- 
cy. New York, handies the account 


Kudner Names Three V. P.s 
To meet increased responsibili- 
ties in the Michigan area, Kudner 
Agency has appointed three new 
v.p.s, effective Dec. 1. They are 
Martin B. Rice, Richard J. Far- 
ricker and J. W. Millard. Mr. Rice 
has been with the agency since 
1934 and continues as Detroit serv- 
ice man on the Buick account. For- 


;merly account executive in the 
|New York office, Mr. Farricker 


| will transfer to Detroit as office 
manager. Mr. Millard, in the New 
York office, is account executive 
on the General Motors Corp. truck 
|}and coach account. 


Promotes W. H. Polk 


Pittsburgh Corning Corp., manu- 
facturer of cellular glass insula- 
tion, has promoted W. H. Polk to 
advertising-sales promotion direc- 
tor. Mr. Polk has been associated 
with the company since 1947 as 
sales engineer. 


Hewitt. Ogilvy Boosts Wilson 


Hewitt, Ogilvy, Benson & Math- 
er, New York, has promoted John 
H. Wilson Jr. from assistant space 
buyer to space buyer. With Hewitt, 
Ogilvy since April, Mr. Wilson for- 
merly was with Ruthrauff & Ryan 
for six years. 
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GIFT SUGGESTION—Betty Crocker’s ad- 

vice this year is to give baked goods for 

Christmas presents. This ad gives a recipe 

for refrigerator cookies made with Crocker 
cake mix. 


General Mills Sets 
§ Christmas Campaign 
B Plugging Food Gifts 


18—“This 


5 Mrnneapouis, Nov. 
z Year Give Food.” 

: General Mills is beaming this 
Christmas gift suggestion to wom- 
t en this month and next. 

The huge promotion, using a 
long list of local, regional and na- 
tional publications as well as radio 
and television and point of sale 
materials, is built around GM’s 

i Betty Crocker mixes. 
Some of the ads will be joint 
ventures with Wesson Oil (Wesson 
» Oil & Snowdrift Sales Co., New 
i Orleans), which also is carrying 
on a sizable campaign through 
}. publications, radio and TV. 


® The idea behind the Christmas 
promotion is to persuade women 
to “Bake Your Gift,” an idea which 
was first pitched to grocers three 
years ago by General Mills. 

This year’s promotion is. ex- 
pected by GM to set a new high 
in grocer participation. Large dis- 
plays of Gold Medai flour, Bis- 
quick, Softasilk and Betty Crocker 
mixes soon will appear in major 
markets. Grocers will be furnished 
with newspaper mats and point of 
sale items. They also will be urged 
to link other products, such as 
f fruits, nuts, spices and candies 

with the General Mills campaign. 

Dancer-Fitzgerald-Sample and 
Knox Reeves Advertising are han- 
» dling the GM promotion. Kenyon 
& Eckhardt is the agency for Wes- 
son Oil. 


DuMont Adds 4 New Stations 


DuMont Television Network, 


® New York, has added four new 
stations as affiliates. They are 
XELD-TV, Matamoros, Mexico, | 
owned and operated by Television 
de Matamoros, S. A.; KDUB-TV, 
Lubbock, Tex., owned by Texas 
® Telecasting Inc.; KTBC-TV, Aus- 
m tin, owned by Texas Broadcasting 
Co., and WKBN-TV, Youngstown, 
=m O., owned by WKBN Broadcasting 
Corp. XELD-TV has been on the) 
air since September; KDUB-TV_ 
began operations Nov. 13; KTBC- | 
TV is scheduled to open Dec. 1,) 
and WKBN-TV opens Jan. 1. The 
# additions give DuMont a total of | 
68 affiliated stations. 


§ Appoints J]. Walter Thompson 
i Chun-Wong Inc., Los Angeles 
manufacturer of frozen cooked 
® Chinese foods and packaged fried 
noodles, has appointed J. Walter 
Thompson Co. to direct its adver- 
| tising. Sales have been limited to 
mthe West Coast states, but plans 
are under way for expanding dis- 
itribution. No media plans have 
® been announced. 


| Materials Handling Show Set 

; The Fifth National Materials 
© Handling Exposition will be held 
}at Convention Hall, Philadelphia, 
} May 18-22. The Material Handling 
| Institute, Pittsburgh, organization 
'of handling equipment manufac- 
; turers, will sponsor the exhibition. 
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To Issue Corsets Mat-O-Log 

Corsets & Brassieres, a Fox- 
Shulman publication, will issue the 
first complete Mat-O-Log of the 
corset and brassiere trade in 
March. It will contain sketches of 
every mat available from every 
manufacturer in the field. Distri- 
bution will be to 10,000 leading 
foundation garment buyers 
throughout the country. There is 
no charge to the manufacturer for 
including his company’s mat in the 
Mat-O-Log. 


we Heads Ideal Pictures 


D. Elden has been named 
cae of Ideal Pictures Corp., 


| Chicago distributor of 16mm fea- 


ture, educational and 
films, succeeding A. L. Blinder, 
who has been appointed chairman 
of the board of Ideal, a subsidiary 
of Esquire Inc., New York. Mr. 
Elden, who is also secretar» of Es- 
quire Inc., has been active in en- 
larging the scope of Idea!’ ; opera- 
tions to include distribution of in- 
dustrial sponsored films. He has 
been with Esquire since 1934 


religious 


Harrington Joins KBIG 

Don R. Harrington, publisher of 
the Californian, Monterey Park, 
has joined the staff of KBIG, Cat- 
alina, as a sales representative for 
the Long Beach, Orange County 
and San Diego areas. 


Buhler Joins McCreery 

Watson F. Buhler has joined the 
creative staff of Walter McCreery 
Inc., Beverly Hills, Cal. Mr. Buh- 
ler formerly was associated with 
J. Walter Thompson Co., Cecil & 
Presbrey and John Cairns Co. He 
also has been group sales and ad- 
vertising manager of Block Drug 
Co., Jersey City. 


Fork Joins Tim Morrow 

Alden E. Fork has joined the 
staff of Tim Morrow Advertising, 
Chicago. Mr. Fork has directed ad- 
vertising and merchandising for 


manufacturers and distributors of | 


food, beverage and drug lines for 
25 years. 


SET TYPE 
AT YOUR OWN 
icy Oh 0 


Business men everywhere use FOTOTYPE 


oO OLY PE | 
rine GAP e7 


1415 ROSCOE ST. CHICAGO 13, 


to beat high type costs. A sure, quick 
way of preparing copy for offset or any 
photographic reproduction Anyone 
can doa professional job (A stenog 
rapher set this entire ad). Send 
for free catalog over 100styies 


A wemmos ¢ Nowa ion 


aon oa aae 


BY severe 
Pogo 


Cromtes ong <a 
Os tan 


Doge: 197 278 


your present outlets 
— with the original 

lumber and building 
material directory . _ 


op 


In 1953 — the year of BIG competition — dealers and 
wholesalers will be looking for new lines — better lines — 
and for products that move faster, easier and at maximum 
margins. Manufacturers will be looking, too — for more 
and better dealers and wholesalers. Now is the time for 
manufacturer, wholesaler and dealer to get together in 
BSN’s 16th Annual Dealers’ Directory Issue. Make your 
plans to take full advantage of this unparalleled selling tool. 


BUILDING SUPPLY NEWS 


Always the FIRST Merchandising Dealer Publication 
5 South Wabash Avenue e 


Chicago 3, Illinois 


@ 80,000 lumber and building ma- 
terial dealers (many of them 
supermarkets), wholesalers and 
their sales personnel use BSN’s 
DDI continucusly for up to 18 
months. Distribution in excess of 
30,000 copies. 


@ Dealers and wholesalers voted 3 
to 1 that BSN’s Dealers’ Directory 
Issue is their preferred dealer ref- 
erence book. 


@ New 1953 features include (1) 
advertisers’ sales, educational 
and technical literature listings, 
also available point-of-sale dis- 
play material, (2) building prod- 
ucts data to help countermen and 
salesmen answer customer ques- 
tions. 


@ CLOSING DATE for BSN’s Dealers’ 
Directory Issue is January 2, 
1953. Be sure your reservation 
calls for space adequate fo tell 
your advertising story effectively. 
Be sure our editors have your 
company, product, advertising 
and service literature listings. 


@ 1953—the year of BIG competi- 
tion—demands that no opportuni- 
ty be overlooked that will pro- 
vide better outlets and greater 
sales at less cost. 
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Predict Soft Drink 
Volume Will Exceed 
$1 Billion in ‘52 

New York, Nov. 19—The bot- 
tled soft drink industry will go 
over the $I billion mark in whole- 
sale volume this year for the first 
time in its history. 

Retail sales will total about 30% 
more than the wholesale figure. 
Currently, the soft drink bottling 
industry is spending about $75,- 
000,000 on advertising promotion 
of all types. 

These facts are based on a na- 
tional survey published in the cur- 


rent issue of National Bottlers’ 
Gazette, 
Significantly, the publication 


says, the industry’s sales accom- 
plishment is being made despite 
the fact that most bottlers, outside 
the South, are selling their prod- 
ucts above the once-traditional 5¢ 
per bottle retail price. 


e Of 776 bottlers participating in 
the survey (the total is about 6,- 
000), 86% reported sales increases 
this year averaging 16.7%; 5% 
reported no change, and 9% 
showed a small decline in volume. 

The majority of bottlers attrib- 
uted their good showing to favor- 
able (hot and humid) weather and 
increased advertising and mer- 

andising. 

*“Price-wise,” the magazine says, 
ie industry also is showing a 
SUbstantial gain over last year 
Only 25.8% of responding bottlers 

still maintaining the old 80¢ 
» case wholesale price level. In 
s@veral states, all reporting bot- 
rs indicated their prices are 90¢ 

= 4 case or higher. 


‘Practically all bottlers holding 
80¢ are in the South, but this 
not to say the South is firm at 
Above-80¢ levels were re-| 
ted in many areas throughout 
South. In a few ‘hold-out’ areas 
1e bottlers are maintaining two 
BRice levels—80¢ on their 6 to 8 oz. 
rchandise, to meet competition, 
ab 96¢ on 10 and 12 oz. goods. 
*“A number of bottlers attributed 
their improved sales picture to) 
higher prices,” the publication 
says, “which permitted them to 
ifitensify and expand their dis- 
t@ibution and merchandising.” 
Although both sales and prices 
Moved upward this year, the mag- 
azine says, “there was no similar 
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upswing in deposit levels. The ma- 


jority of bottlers still are main-| 


taining an inadequate 2¢ per bot- 
tle deposit (not half the replace- 
ment cost), a 2¢ to 10¢ deposit on 
cases, and no deposit at all on 
carry-home cartons.” 


s The relatively few bottlers who 
have instituted carton deposits or 
who have boosted their bottle and 
case deposits to a point where 
they more nearly reflect replace- 
ment costs and encourage returns, 
are concentrated primarily in the 
Midwest, the magazine says. 

Of 612 bottlers who specified 
reasons for this year’s increased 
sales, 316 named favorable weath- 
er, 68 hard work, 187 better mer- 
chandising, 54 added lines, 30 in- 
creased population, and 47 credited 


vending machines. 

This is the fourth national study 
of the bottled soft drink industry 
undertaken by National Bottlers’ 
Gazette since May, 1950. 


Appoint Bozell & Jacobs 

_ Postal Finance Co., Omaha, and 
its affiliate, Mutual Loan Co., 
Sioux City, have appointed Bozell 
& Jacobs, Chicago, to handle their 
advertising. Newspapers, maga- 
zines and radio will be used to 
promote “loaning by mail.” 


Kupersmith to Merit Display 

Charles D. Kupersmith, former- 
ly advertising manager of Liquor 
Publications Inc., has been named 
director of sales and advertising 
of Merit Display Co., New York 
point of purchase display pro- 
ducer. 
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Boosts Cream of Kentucky 
Schenley Distributors Inc. is 
placing single-column, b&w 140- 
line ads in wine and liquor publi- 
cations promoting Cream of Ken- 
tucky blended whisky. Copy claims 
18,000,000 bottles of Cream of 
Kentucky are bought every year by 
“discriminating people” because 
of its “exclusive double-rich 
taste.” Grey Advertising Agency, 
New York, handles the account. 


Appoints Four in Sales 

Easy Washing Machine Co., To- 
ronto, has appointed W. E. Keen 
sales manager and H. W. Sabiston 
sales promotion manager of the 
home laundry products division. 
A. P. Reed has been made sales 
manager of the Vernado air circu- 
lator and air conditioner division. 
F. O. Hipwell becomes sales man- 
ager of the Alliance motor division. 


Piel Bros. in Holiday Push 

Piel Bros., Brooklyn brewe: 
launched a drive to sell its becr In 
the New York area during the 
Thanksgiving, Christmas and New 
Year holidays. Four television pro- 
grams, two radio shows, and TV 
and radio spots will be used. Mer- 
chandising materials include leaf- 
lets, posters, counter, back-ba! 
and window displays. Kenyon & 
Eckhardt, New York, is the agen- 
cy. 


1as 


Degnan to Open Own PR Oftice 

Daniel D. Degnan has resigned 
from the public relations depart- 
ment of Owens-Illinois Glass Co., 
Toledo, effective Jan. 1. At that 
time he will open his own indus- 
trial public relations office, Dan 
Degnan Associates, in Toledo. He 
has been with Owens-Illinois for 
15 years. 
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Advertising Council Ready 
with 26 Sky-Watch Ads 


A kit of 26 newspaper ads call- 
ing for civilian volunteers to join 
the Ground Observer Corps has 
been sent to daily, weekly, foreign 
language, labor and farm newspa- 
pers by the Advertising Council. 
The ads range from full-page to 
drop-ins. Free mats are available 
from the Council on request. 

The campaign aims at recruiting 
350,000 more volunteers to round 
out a detection system against 
possible air attack on the U. S. 


Representative Names Smith; 
Johnson Takes Health Leave 


Malcolm C. Smith, sales execu- 
tive in the Chicago and San Fran- 
cisco offices, has been named New 
York office sales manager of the 
West-Holliday Co., newspaper rep- 


| resentative. Charles A. Johnson, 
v.p. and eastern manager, will take 
an extended leave of absence for 
reasons of health. 

John A. Fitting Jr., who has 
been acting manager in Portland, 
will now become permanent man- 
ager there. 


Borden Names O'Reilly 


Maurice J. O’Reilly, formerly 
director of information for the 
New York Milk Market Adminis- 
{trator, has joined the press sec- 
| tion of Borden Co.’s public rela- 
_— department. 


| Joins R&R’s Detroit Oftice 

| Howard W. Edwards has been 
appointed art director of the De- 
troit office of Ruthrauff & Ryan. 
Mr. Edwards formerly was an art 
director with Brooke, Smith, 
French & Dorrance, New York. 


Confectioners 
Hope Is 10c Bar: 
“Candy Industry’ 


New York, Nov. 18—Not only 
is the 10¢ candy market inevi- 
table, it is already here—and it is 
the sole salvation in sight for the 
candy bar business. 

These are the views emerging 
|from a survey of 2,000 jobbers 
and other volume buyers of con- 
fectionery products conducted by 
Candy Industry. The business 
paper, in an editorial, said that 
the dime candy market “will re- 


place the nickel field in impor- 
tance but not altogether as a ma- 
jor unit seller.” It added: “It is 
the only salvation the industry 
has for profit—and for some, ac- 
tually remaining in business.” 

The Candy Industry editorial 
urges candy bar makers to make 
“an all-out, real, honest campaign 
to market, sell and push 10¢ candy 
of quality and consumer-accepted 
value.” 

So far this year it is reported 
that all types of candy—except 
bars—have chalked up sales gains. 
The bars fell off by 6%. 


8 Tops among the’30 best-selling | 


dime candies, the survey found, 
are: Almond Joy and Mounds 
(Peter Paul Inc.), Hershey’s milk 
chocolate bar (Hershey Chocolate 


fo men in PETROCHEMICALS 
Oe i ci 


Suddenly, within an industry, another industry has mushroomed 


gigantic 


from the start and with unlimited potential—the Petrochemical source 


A complete, up-to-date directory of 
petrochemical plants and their locations 
is yours without obligation. Send your 
request to: Petroleum Processing, 1213 
W. 3rd St., Cleveland 13, Ohio. Offices 
in Chicago, New York, Philadelphia, 


Here’s an industry that doubled during the war years 


of materials for fabrics and plastics, paints and synthetics, soaps and explosives! 


multiplied ten 


times since war ended, and is spiraling in investments, manpower and sales potential. 

Today’s $2 billion in plant facilities is slated to quadruple to $8 billion by 1960! 
Direct path to the leaders and decision-makers in this Petrochemical Industry 
is in Petroleum Processing which covers the field—keeping the lead, 


reporting the growth, keeping both pioneers and newcomers informed 


through its Petrochemical Processing Section. 


Circulation is up 15% again in 


this expanding field, 21% more 


than the combined Petrochemical circulation of the next two books. 


H Los Angeles, San F 


A Platt Petroleum Publication. 
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Corp.), Mars toasted almond bar 
(Mars Inc.) and Hershey's almond 
bar. 

AA reported in its Oct. 27 issue 
that chocolate-covered candy bar 
makers have responded to the 
price squeeze, generally, by fitting 
less candy inside the wrapper. 
They have refused to put out a 
6¢ or 7¢ bar because of inconven- 
ience to the public. 

Proctor A. Coffin, sales promo- 
tion manager of New England 
Confectionery Co. (Necco can- 
dies), was reported as saying the 
| best way out for all coneerned is 
| to make the bar a 10¢ item. 

He said the nickel price line 
should be abandoned and the 
dime line made standard. But he 
pointed out that extreme decen- 
| tralization of the industry was an 
obstacle to swift conversion. 


Martin-Senour Promotes Paint 


Martin-Senour Co., Chicago 
paint manufacturer, has built a 
merchandising program around a 
tie-in with House Beautiful and 
its Pace Setter house. Built to show 
the latest developments in build- 
ing materials, design, color, and 
;home furnishings, the house ex- 
| emplifies “mastery of 20th century 
| techniques and maturing of con- 
| temporary design.” A series of pic- 
tures and stories, beginning in the 
November issue of House Beauti- 
ful, shows how Martin-Senour’s 
Nu-Hue colors and stains can be 
used inside and outside. MacFar- 
land, Aveyard & Co., Chicago, is 
the agency. ’ 


To Centra! Advertising 
Vivadent Corp., Boston man 
facturer of dental preparation 
has appointed Central Advertisi 
Service, Boston, to direct its a 
vertising and sales promotion. 


Form Jonethis-Larson Studio 

Jonethis-Larson Advertisin 
Studio has been opened at 5 
Fenton Bldg., Jamestown, N. Y 
by Terry N. Jonethis and Willia 
K. Larson. 


Bon Voyage! 


... little Bismarck doesn't rea- 
lize that candy and flowers 
often lead to engagements 
and showers, It's a clear case 
of increased sales in a bright 
new market when you make 
a date with KFYR. Any John 
Blair man will tell you why. 


| | $000 WATTS-N.B.C. AFFILIATE 
Rep. by John Blair 
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WHEN YOU WANT TO INFLUENCE MANAGEMENT | : 


consider these 


4 During the first nine months of 1952, advertisers 5k | 
‘e d 1 placed more pages in Business Week than in any other % : 
magazine measured by Publishers Information Bureau.* + il 


Year after year more advertisers to business and : 
y] industrial management place more pages exclusively i 


in Business Week than in any other magazine measured 5 
by Publishers Information Bureau. % 
For the 14th consecutive year more advertisers to 2 


3 business and industrial management are placing more 
1 pages in Business Week than in any other magazine 
> measured by Publishers Information Bureau. 


Here are FACTS on which you can base your advertising 
decisions. Facts documented by Publishers Information Bureau 
i : ...indicating the full measure of Business Week’s ability to 
develop broader sales markets for business and industry. 


*P.I.B. does not include trade, industrial and technical publications. 


@ BUSINESS WEEK: 


ey 5 B3Q WEST 42nd STREET, NEW YORK 36, N, Y.: 
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B MEN WITH YOUR ADVERTISING 
| facts: 


Record of Advertising Pages —1st 9 months of 1952 


Page Gain or Loss 
Pages Over 1951 


Total Advertising 


+577 
—116 | 


4,079 
3,092 


— 
Ee BUSINESS WEEK 
: SATURDAY EVENING POST 


LIFE 


2,136 


146 


iE TIME 


2,622 


—120 


NEW YORKER 


2,940 


+156 


NEWSWEEK 


2,254 


+167 


U.S. NEWS & WORLD REPORT 


1,645 


+479 


: FORTUNE 


1,116 


+134 


‘In 1953, as in every year, to reach the men 
who initiate, specify and approve — 


major corporate purchases... 


4 


YOU ADVERTISE IN BUSINESS WEEK WHEN YOU WANT TO INFLUENCE MANAGEMENT MEN. 
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LITHOGRAPHED CARDBOARD DISPLAYS 


Such fresh Ideas 
as INLAND hands out 


Make a Display 
that really stands out. 


Big advertisers 
keep on choosing us— 


IDEAS 
EXPERIENCE 
FACILITIES 


You, too, can build 
more sales by using us! 


CALL US OVER TODAY! 


INLAND LITHOGRAPH COMPANY 


CHICAGO 6+-RANDOLPH 66-3256 


Coming 
Conventions 


*Indicates first listing in this column. 


Dec. 7-11. Outdoor Advertising Assn. 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago 

Dec. 12-18. National Assn. of Display 
Industries, semi-annual convention, Hotel 
New Yorker, New York 


Dec. 27-29. American Marketing Assn., 
winter conference, Palmer House, Chi- 
cago 

Jan. 22-24, 1953. Assn. of Railroad Ad- 
vertising Managers, The Greenbrier, 
White Sulphur Springs, W. Va 

*Jan. 26-28, 1953. Newspaper Advertis- 
ing Executives Assn.. annual meeting, 
Edgewater Beach Hotel, Chicago 

Feb. 5, 1953. Associated Business Pub- 
lications, annual midwest clinics, Drake 
Hotel, Chicago 

Feb. 9-11, 1953. American Management 
Assn., marketing conference, Hotel Stat- 
ler, New York. 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roosevelt 
Hotel, New York 

March 31-April 2, 1953. Point of Pur- 
chase Advertising Institute, annual meet- 


Advertising Age, November 24, 1952 


ing and exhibit, Palmer House, Chicago. 

April 20-23, 1 American Manage- 
ment Assn., 
exposition, Navy Pier, Chicago 

April 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va. 

*June 22-24, 1953. Newspaper Advertis- 
ing Executives Assn., summer meeting, 
Somerset Hotel, Boston. 

June 22-25, 1953. National Industrial 
Advertisers Assn., annual conference, Ho- 
tel William Penn, Pittsburgh, Pa. 


Names Zwick and Grant 

Fred D. Zwick Jr., formerly 
transportation director of the 
Council on Student Travel, has 
been named associate director of 
the Student International Travel 
Assn. Alexander Grant Jr., for- 
merly with the Union Pacific Rail- 
road, has been named assistant to 
the director in charge of public 
relations of the association. 


Standard Names Garmise 
Standard Circulation Service has 
named Bert Garmise Associates, 
New York publishing consultant, 
to handle subscription promotion 
for Screenland and Silver Screen, 
published by Henry Publishing Co. 


Lo Mejor del Catholic Digest is Latin America’s only well edited, attractively printed magazine of Catholic 


character. The response to our first issue in sales (a sellout) and comment (unanimously favorable) amply 


justifies the predictions made for it. 


Lo Mejor offers both circulation and impact at low cost. 


No wonder advertisers who know Latin America are 


using Lo Mejor in increasing numbers. 


*Advertising in LO MEJOR 


AIRLINES 

AGRICULTURAL EQUIPMENT 
APPLIANCE MANUFACTURING 
DISTILLING 

ELECTRICAL EQUIPMENT 
GREETING CARDS 


HEARING AIDS 
PROPRIETARY DRUGS 


SCHOOLS 
TOILETRIES 


For further information, please telephone or write to: 


INTERNATIONAL 


300 Park Avenue New York 22, N.Y. 


HOME AND OFFICE SUPPLIES 


RADIO MANUFACTURING 


Plaza 3-0828 


packaging conference and | 


Book Printer Runs 
Ad Series to Help 
Publishers’ Sales 


New York, Nov. 18—American 
Book-Stratford Press, which pro- 
duces books for leading pub- 
lishers, is running an advertising 
campaign aimed at helping its 
customers sell their products. 

American is running three 1- 
column ads in Time and U. S. 
News & World Report and three 
ads (two columns by 150 lines) 
in the Wall Street Journal. The 
ads started in early October and 
will wind up this month. 

All copy is aimed at business 
executives to “encourage greater 
use of books as gifts at Christmas 
time and to boost the book busi- 
ness generally,” according to Sid- 
ney Satenstein, president of 
American and head of the Book 
Manufacturers Institute. 

“We get no direct return from 
the campaign,” he said, “but we 
hope to strengthen the book mar- 
ket and thus benefit indirectly.” 


# Mr. Satenstein said this is the 
third year his company has tried 
such a drive. An innovation this 
year is the use of a coupon offer- 
ing a free booklet called “100 Best 
New Books for Christmas Giv- 
ing.” 

To date about 800 requests have 
come in, a figure he regards as 
“very good.” He has found Time 
the least expensive of all on a 
cost-per-inquiry basis. 

No coupon was used in previous 
years, and therefore Mr. Saten- 
stein could not directly trace any 
responses. He has dropped two 
daily newspapers from his list be- 
cause he believes the newspapers 
“are in the possession of people 
too short a time for our purposes.” 

American mails out the book- 
lets in response to coupons, and 
then turns the coupons over to the 
American Book-Sellers  Assn., 
which distributes them to member 
bookstores. The stores then con- 
tact each prospect in their local- 
ities. 

Green-Brodie is the agency. 


‘Good Housekeeping’ Adds 3 

Good Housekeeping has added 
three members to its business staff. 
They are Charles E. Joseph, for- 
merly v.p. in charge of sales and 
sales promotion for Krull Whole- 
sale Drug Co. and sales manager 
of Ketchum & Co., as director of 
drug merchandising; Richard 
April, previously on the merchan- 
dising staff of Grey Advertising 
Agency, to handle the publica- 
tion’s men’s fashion merchandis- 
ing, and Frank Maxwell, formerly 
assistant sales manager of the 
foreign department of King’ Fea- 
tures Syndicate, who assumes the 
duties of advertising administrator 
for Good Housekeeping. 


Donnelly Appointed Ad Head 

J.S. Donnelly has been appoint- 
ed advertising manager of United 
Tire Sales, Toronto. Mr. Donnelly 
formerly was with the national 
advertising department of the To- 
ronto Globe & Mail. 


Henderson Promotes McGowan 
Henderson Advertising, Green- 
ville, S. C., has promoted Betty 
McGowan to time buyer. Miss 
McGowan was an assistant in ra- 
dio and television time buying. 


. » » YOu are 
looking for 


NATIONAL 
DISTRIBUTION! 


if you are a 


. oO ad 
you to get all 


agency man . it will pay 
the facts about quick, low national dis- 
tribution produced by the direci-to-consumer 


no cost or obligation to 
you . for initial planning. product and 
market analysis, follow 
through. Learn about this old and proven plap 
that can start thousands of sales-wise men and 
women working for & in 48 states... at 
their own expense. Write now to 


OPPORTUNITY MAGAZINE 
Dept. A146, 28 E. Jackson Bivd., Chicago 4, Il. 


Bree le ABOARD a Se a Bes pe ee at a ee te : eee a tA Peas 
je ear 2 a Se ae Ff a: ER: a ee E Pc. eae ata ae et 4 
ee ; ae 
. " a 
x S—“C™CSCSC‘CSCC‘és a: ; * 
ade 8 es, 
fs a 4 
-- | Bea 
. as ; ey, o Ce ; | a 4 
aj > | as : i! : 
» Ca - Sh = 
“ eeaX* yas 
e ' > ~\ a [2 =) 
me . _ € : “ = 7 : 
— 7 : ap 5 
a4 ie.) 9 | 
PS : °y al ¥ : / P 
iqe = 4 : ay a ) —_ : 
Ag [ s\ a v7 | i 
ct be -. a “4 —_ 
as 4 zi \=, 4 | ea 
aS pol Pp 
ae : eae 
: Pig h Ss a 
— perhaps you use a ee 
- \ Ep 
a. / 4 — ; bs 
ve : : : 
a ! : ora =p . 
> f ; maybe a pair of : 
he : ce 
mm 
-@ ; ! 
ashes \ f 
= : —- Ly) \ a 
i Quite a few Advertisers use OX sense ae 
‘et Se ee ee ee eee eee ee ee | | 
ten lo i | 
bs —CSsSCSCis pat | 
o Ms a at * : ‘. 3 4 
ia P| eg Oe { 
pas Ry , Bangs dis 
i. Cat H ° | Bayly lll 
ee a Pe | eu | 
e : i FF 


ers 


und 


INFLUENCE 


It's important to the success of your advertising. 
And Country Gentleman has it! 


Dealer influence is built on reader influence. 
And dealers know from long experience that 
Country Gentleman gets read— and gets results 
. . » know their best rural customers buy with 
complete confidence the products advertised on 
its pages. 


Country Gentleman has been building influence 
with the people of agriculture and those who 
serve them longer than any other magazine. 
Now an editorial program under way is making 


its influence wider, deeper, stronger than ever. 


With circulation already well over the 2,300,000 
rate base, the total for February is estimated at 
2,425,000 . . . and indications are that the 
2,500,000 mark will be passed during the first 
half of 1953. 


The new Country Gentleman — ready in Febru- 
ary — will be an even more authoritative, faster 
moving, harder hitting magazine for a bigger 
rural audience . . . and substantial bonus cir- 
culation makes Country Gentleman an even 
better advertising buy! 
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cooking his 


CAHRSIMAS 


dinner today! 


And about a month from now—December 25th, 1952— 


BOTH of them will relax in the living room in an atmosphere 


of rare good will and household peace 


This dream of unusual holiday content is 
not wishful thinking... 
It’s a dream made possible by a home freez- 
er. A dream dramatically advanced in the 
current issue of Ladies’ Home Journal... 
The magazine which specializes in ideas 
that make happy homes happier. 

THE POWER OF IDEAS 
It’s the idea behind every word of Journal 
editing which inspires people to make their 
own dreams come true. 
Shining examples of Journal ‘‘idea-editing”’ 
are . . . the morning-to-dance-time dress 
which can be made, by the merest amateur, 


in three hours for less than $9. 


And then there’s the fabulous 5-year 
landscaping plan which can give a woe- 
fully “‘average”’ house the look of a pleasant 
small estate— for exactly $150 plus another 
$30 to fence the whole thing in. (Even 
husbands get out their pencils and shrub 
catalogs when they read this one! ) 

And the believe-it-or-not story of the woman 
who set out to lose 160 pounds—and did. 
Does that—or does that not—inspire the 
person who only wants to lose 20 pounds? 


THE POWER OF THE JOURNAL 
Because women are given to dreaming, and 


because they have a way of making their 
dreams come true, they respond— by the 
millions—to Journal editing. 

Whether the Journal does a story on the 
English queen, or inspires a woman to re-do 
her kitchen or to campaign for better child 
care in her community ... 


It’s all done in a way that fires her imagi- 
nation, arouses her dreams and leaves her 
feeling that the Journal has given her some- 
thing special. 

Never underestimate the power of a wom- 
an’s dream .. . nor the power of the maga- 
zine she believes in so completely. 


Ladies’ Home 
Journal ... the magazine of new horizons 


PROOF OF JOURNAL POWER 


The following facts prove the Journal’s astonishing strength: 


More copies of the Journal are sold at newsstands 
than ANY OTHER magazine in the world.* 


The Journal has the largest total average net 


circulation of ANY monthly magazine. 


In July, August, September, 1952, Journal circu- 
lation hit an all-time high for this period —one 


in 1951. 


quarter million more, average per issue, than 


The November, 1952, Journal reached the highest 


circulation ever achieved by any magazine edited 


for women... over 5,000,000. 


*Publishers statements to Audit Bureau of Circulations, 
period ending June 30- 1952. 
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‘Do-It-Yourself’ Trend Brings Cheer to 
Paint & Wallpaper Distributors’ Meeting 


CHICAGO Nov 18--Optimism 
future business and concern 
the need for better industry 
promotion were expressed here 
last week by leaders of the Retail 
Paint & Wallpaper Distributors of 
America 

That the retailers regard adver- 
tising as one of their chief tasks 
and that much more time, money 
and effort will be expended on de- 
veloping paint and wallpaper ad- 


wise, were the difficulty of depict- 
ing wallpaper in ads and the 
youth of the retailers’ national or- 
ganization. The meeting here was 
the fifth national convention of 
the group. 


over 
over 


@ Wallpaper, it was indicated, is 
by far the weakest of the retail- 
ers’ two main preducts. One mem- 
ber of the conference panel said 
“the wallpaper industry is much 


vertising seems assured concerned about its market.” 
Among the reasons cited for (Earlier last week, at a meeting 
existing weaknesses, advertising- of wallpaper wholesalers, wall- 


Incomplete... like a 
media schedule without The Elks 


Jver one million mature family men, with incomes 
double the national median, want your ads to succeed 
in The Elks. It is their magazine, fraternal in nature, 
_ national in scope, high in editorial excellence. At only 
i $2.14 per page per thousand, The Elks delivers a mass 
' market with class incomes. 


HE 


a 


MAGAZINE 


rw YORK « CHICAGO « DETROIT « LOS ANGELES 


THE LARGEST NEWSPAPER in 
New York State, outside of New York 
City, is the Sunday Courier-Express, reaching 77% of all 
families in the Buffalo Metropolitan area—2 out of 3 in 
the great Western New York 8-County Market. And the 
Morning Courier-Express offers you the most economical 
coverage of Western New York's “4 buying families — 
those with the most money to spend. 


BUFFALO 
COURIER-EXPRESS 


olor daily and 
ive 


Full ROP © 


your 
Sunday te reater 1™* | Western New York's Only Morning 
: age still a d Send N. < 
messart 1 re power u on unday Newspape 
ee REPRESENTATIVES : 
pe SCOLARO, MEEKER & SCOTT 


paper was called a “dying indus- 
try” and sales were reported off 
25%. AA, Nov. 17). 

Paints, on the other hand, ap- 
pear to be in an extremely healthy 
State. Edgar Koretz, Adolph Kor-| 
etz Co. and convention chairman, 
said the paint industry has doubled 
in the last ten years, and he pre- 
dicted it will be doubled again in 
the next ten. 

Underlying this growth and the 
industry’s optimism, which is felt 
even by the wallpaper men, is the 
strength of the “do-it-yourself” 
trend. “Do-it-yourself” was the 
theme of the convention and it 
was called the outstanding devel- 
opment of the past two years. 


|@ Mr. Koretz estimated that 80% 
of the paint and wallpaper sold 
in retail stores today is to custom- | 
ers who use the products them-| 
selves. S. Robert Frazee, head of 
S. R. Frazee Co., San Diego, and 
president of the association, said, 
however, that on the West Coast 
only 45% of the retail sales are to} 
“do-it-yourself” customers. | 
Contributing to this trend tse 


| 


| been the development of home-use 
paint and wallpaper kits, new 
paints and wallpapers designed for 
use in all types of rooms and new | 
ways of mixing paints to fit color 
schemes desired by customers. ~ 

Quality developments have em- 
phasized the washability of the 
new paints and wallpapers as well | 
as their ease of application. New 
waterproofing agents for wallpa-| 
per and design advances keyed | 
|to matching wallpaper with fab- | 
rics are expected to give the wall- 
paper industry a new life. 


@ In the interest of better industry 
| promotion, the association is spon- 
soring a new window display and | 
merchandising service for retail-| 
ers. The service presents, in pack- 
|age form, materials, plans and 
mats for tie-in ads and suggested 
window display themes. There are 
112 packages, one for each month 
in the year, and the service is 
available to both members and 
non-members at $8 per package. 
| A 1951 business survey by the 
|retailers association showed that 
| the best profit margin was re- 
| ported by stores in the $150,000 
| volume class. A breakdown of the 
average expenses for stores in this 
class showed that 1.69¢ out of ev- 
ery dollar was spent on advertis- 
ing. 


| 


Calvert Boosts Two Brands 
Calvert Distillers Corp., New 
York, is launching 1,400-line, pre- 
Thanksgiving ads in 75 newspa- 
pers, for Lord Calvert whisky. A 
| series of 800-line ads featuring the 
| Man of Distinction theme will be 
|used through December in 125 
newspapers, plus car cards in ma-| 


| jor markets and full-color pages in 
| seven 


magazines. Geyer Adver-| 
tising is the agency. Holiday ad- | 
vertising on the company’s Calvert | 
Reserve whisky will be featured 
by daily 200-line ads three weeks 
before Christmas in 420 newspa- 
pers, 24-sheet posters in 75 mar- 
kets and page ads in 15 national | 
magazines. Lennen & Newell is the 
agency. 


Cc. L. Hostetler has been pro-| 
moted to head the sales depart- 
ment for Mercury cars which has | 
been created by the Lincoln-Mer- | 
cury division of Ford Motor Co.,| 
Detroit. Mr. Hostetler formerly 
was Seattle district sales manager 
for the division, and prior to that 
office manager of the Los Angeles 
sales district. He will head similar 
Mercury sales departments which 
will be established in each of the 
company’s 23 district and five re- 
gional sales offices. 


| 
Promotes Hostetler to S. M. | 


Grizzard Is Ad Director 

Beverly Grizzard, acting direc- 
tor of the Florida Advertising 
Commission since July, 1951, has 
been promoted to director, suc- 
ceeding Howe Sadler, who has re- 
signed tu accept a job in Puerto 
Rico. | 


Advertising Age, November 24, 1952 


Getting Personal 


Two Los Angeles agency men, Tom Frandsen, Irwin Co. Inc., and 
Spencer Fennell, Fennel! Advertising, have formed the “Sixayem 
Club.” The club, which meets at 6:00 a.m. Monday mornings in the 
Ontra Cafeteria on Vine St., has the avowed objective of getting 
a head start each week, and testing the time honored precept that 
“it’s the early bird who gets the worm.”.. 

Courtland R. Conlee, manager of the promotion department of 
the Milwaukee Journal, has been elected commodore of ihe Mil- 
waukee Yacht Club... . 

The fifth addition to the John Mather Lupton family is Deborah 
Craven, born Nov. 10. Mr. Lupton is president of the New York 
agency of the same name...Wyatt & Schuebel partner John M. 
Wyatt is chairman of the 1952 Orphans Christmas Fund drive in 
New York City... 


TRIBUTE—L. E. Heindel (seated second from right), ad director of Madison News- 
papers Inc., was honored at a recognition dinner on Nov. 6 for his 25 years’ 
service to the Capital Times and Wisconsin State Journal and his many contribu- 
tions to the advertising industry. Among those in attendance were (seated, left 
to right): W. J. Rendall, retailer; Don Anderson, publisher, Wisconsin State Jour- 
nal; Mr. Heindel; F. Edwin Schmitz, retailer. Standing: Harry Kessenich, retailer; 
S. L. Goldstine, president, Madison Bank & Trust Co.; George R. Stephenson, ex- 
ecutive editor, Capital Times, and Arthur Towell, president, Arthur Towell Inc., 
who served as toastmaster. 


Between Nov. 1 and Nov. 3, the stork had a rough time with the 
CBS radio network offices in New York. During those three days 
he deposited: a girl, their second child, to Mr. and Mrs. Robert 
Skedgell, weekend editor of CBS radio news; a girl, their seventh 
child, to Mr. and Mrs. Michael Boscia—Mike is executive assistant 
to CBS radio’s director of press information; a first daughter to 
radio director Brune Zirato Jr.; a son to sales presentations copy- 
writer Robert Steinle, and a son to Don Foley, sales promotion di- 
rector... 

Fleur Cowles of Cowles Publications will be one of six “key 
women of the year” to be honored by the fashion division of the 
Federation of Jewish Philanthropies of New York on Dec. 8, for dis- 
tinguished achievement in her field of endeavor. . . 


HAPPY BIRTHDAY—Friends and fellow board members of the Off-the-Street Club 
surround F. E. M. Cole (center), partner of Cole & Mason, at his 85th birthday cele- 
bration. The party for Chicago’s veteran publishers’ representative, who still gets 
to his desk for a full day’s work—every day—was he!d at the Chicago Athletic Club. 


Ralph Nicholson, editor and publisher of the Charlotte Observer, 
was one of 20 alumni of Earlham College, Richmond, Ind., to receive 
citations at the annual homecoming dinner. He was cited for his 
record in journalism and for public service reflecting honor upon 
the college. .. 

Davis Lott, president of Lott Advertising Agency, Santa Monica, 
Cal., is author of an adventure story, “The Skipper Played It Safe,” 
in the “Argosy Book of Adventure Stories,” edited by Rogers Ter- 
rill and published by A. S. Barnes, New York. It’s reported that 
several TV producers are bidding for rights to film the stories in a 
series of 13... 

Sy Whitelaw, sales exec at KCBS, San Francisco, is the proud 
pop of twins—John D. and Alison—born on Nov. 1...The Middle- 
town, Conn., Savings Bank has been displaying the $1,000 Bromfield 
trophy won by Nelson A. Demers, ad manager of the Middletown 
Press. Mr. Demers, a member of several magicians’ organizations, 
won the trophy at the Society of American Magicians’ convention 
last spring, in competition with some of the country’s top slight-of- 
handsters. . . 

Roger W. Clipp, general manager of WFIL stations in Philadel- 
phia, is campaign director of the city’s 1953 March of Dimes drive 
for the third consecutive year... 
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Crossley, Inc. — 


Your Advertising 
The Progressive Farmer 


The Progressive Farmer fills a big gap in your coverage of the | 
prosperous rural South, when added to any list of magazines in which your 
advertising appears. For proof of this fact, take a look at these findings by 


Needs 


SO ee pee 


wken 


> i di ai Ae 


Among Southern farm families, The Progressive Farmer’s reader audience 
is nearly three times as great as the combined, unduplicated audience of 
Ladies’ Home Journal, Woman’s Home Companion, Good Housekeeping 
and McCall’s. 


Among Southern farm families, The Progressive Farmer’s reader audience 
is more than twice as great as the combined, unduplicated audience of 
Life and The Saturday Evening Post. 


Among Southern farm families, The Progressive Farmer’s reader audience 
is larger than the combined, unduplicated audience of Country Gentleman, 
Farm Journal, Capper’s Farmer and Successful Farming. 


The Progressive Farmer leads the next Southwide farm magazine by 30‘ 
in number of regular readers, and by 125° in readers who name it their 
favorite magazine. 


When asked to name their favorite among all magazines, Southern farm 
families awarded The Progressive Farmer more votes than the next three 
magazines combined. 


These readership figures are from the 1952 Report 
of the Crossley Continuing Study of the Rural South, 
based on a personal-interview survey of Southern 
farm families. 

This Report provides cumulative readership 
figures for 65 different combinations of magazines. 
In addition to an exhaustive study of magazine reader- 
ship, preference and duplication, the Report contains 
new and exclusive information on family composi- 
tions, shopping habits, tenure and family possessions. 


> — 


The so UTH Subscribes to 


The Progressive Farmer 


Published in FIVE Separate Highly-Localized Editions to Serve the FIVE Distinctive Farming Regions of the SOUTH 


For the first time, measurements are reported on 
degrees of reader interest in leading farm magazines. 

As a service to advertisers and their agencies, 
The Progressive Farmer has published the Report 
in a booklet entitled THe RuraL Soutu Topay. This 
booklet will be of invaluable aid to ycu in planning 
your sales and advertising activities in America’s 
fastest-growing big market—the 16 states of the 
rural South. Obtain your FREE copy from any office 
of The Progressive Farmer. 


BIRMINGHAM «+ RALEIGH * MEMPHIS + DALLAS * NEW YORK «+ CHICAGO «+ EDW. S. TOWNSEND CO., SAN FRANCISCO, LOS ANGELES 


ae 4 JO Ee 00 a oe ee es ee eee 
a a Be a a ms a os nee Ca Os Se Se 
ak... aoe ee = ‘i : : i a & sede Bees pnb 2A a r Ake ale Bie Se Fes. ee - 
ies em nce — Be oo oe . ee go ae ee. a ee oe oS See ae Gt ee ae 
a “i 
pane 
e ; re ie 
ei | pate t 
Pid ¥ 
a gat 
Ps * a5 
*Y ee u : 
ur UE a 
; ntiaha a 
i - ss 
me 
v3 , +8 +f 
; | - r » 
a bese: 
S ; 3 $e: 
im . : 
t ; j 4 
ea i Res * 
¢ | 7 
a acct ae 
a a 
ay wre 
‘ig j oer eh 
as i aes a She 
ay ‘ae & 
i Sea 
; ' ae ees 
iy ' od ue 
we ' ee Se 
‘ ) See 
> ae aaa 
J : ree 
nate, ee 
| < : : am ‘ ve 
Pere 
fudlood 8 
eS 
. Bes hs 
= DEK IA 
- baa 
Zs | 
5 ees = 
: ets, 
. | ae 
. ; Ries. sot & 
| a ae ‘< 
: } (Oa 
; , * ee é 
ii Pees 
Mice 
; ES 
eae 
met 
i «RSet 
. | ia —em 2 
. ha wie 
“ ; :. hone oy 
/ lea Oe 
: | eas 
i 6 Nai 
; ' f , 
: a : a ae 
he , eet 
: Ru i a 
ee tal South | oe 
Th | : | 
Ii “ : 
day | = 
F } - 3 2 fe 
th 9 : 
| 1952 } eee 
: of if Sat i 
Sie kes 7 e. 
, ee rE : ag 
Peer * CROSS Ey Ky Sc 
J fs i} aes 
f # | ty | See 
rogressive Farmer tot fare 
s ee esa, H ‘ F, ne 
; ; — ae ED Cots oe 
more THAN 1,206, = est 
| FARM FAMILIES ) £er') ae 
SoRERS ge 9s06 BB eettn Seine 2 <2 
. ; 2 § EQ _ ees 
a ee 
rhe - ie 
- SS ve 
. Paes. 
: ha gg ae se ie Re ager as RA Sa eee 
eee ee - es ie f eee Sees he . a a peas ie ee re a, ae a? eee Cae we, ate 


TSWG’s new rates, based on the new 
guarantee of 5,400,000 copies go into 
effect with the April 1953 issue...BUT 


P.S....remember, TSWG is edited specificall 
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largest market for consumer goods in our | 
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Magic Chef Boosts Matthews 


Magic Chef Inc., St. Louis manu- 
facturer of home gas ranges and 
gas and oil home heaters, has pro- 


Certina Spur Yule 
Sales with TV Show tives‘ munaser, succeeding C'S. 


Excry, Itt, Nov. 18—Illinois | Rogers, yo 
Watch Case Co. has bought a new Matthews ormer y was assistant 
of " to the commercial] sales manager, 

half-hour TV series, “Hollywood | and prior to that commercial sales 
Guess Star,” for its Certina Watch representative in the Atlantic sales 
Co. and Elgin American divisions. | division. Magic Chef export of- 
The show is produced and em-|fices were moved from Long Is- 
ceed by Mike Stokey and features | land City, N. Y., in September and 


Elgin American and 


Advertising Age, November 24, 1952 


are now located at 1641 S. Kings-; Appoints Norman Stone 
highway, St. Louis. | Norman J. Stone, formerly pro- 


duction manager for Grey Adver- 
Three Publications Join NBP  tising Agency, New York, has been 
Pit & Quarry and Concrete Man- 


named production manager for 
ufacturer, both published by Com- Direct Advertising Associates, 
plete Service Publishing Co., Chi- |New York. 
cago, and Western Underwriter, a 
publication of Western Underwrit- Goodyear Promotes 3 Execs 
er Publishing Co., San Francisco, Goodyear Tire & Rubber Co., 
have become members of National Akron, has promoted D.T. Bucha- 
Business Publications Inc., Wash-| nan to manager of the advertising 
ington. NBP’s total membership is and promotion departments. Mr. 
now 140. Buchanan was the company’s ad- 


vertising manager in England and 
later became manager of the ad- 
vertising department in Akron. 
G. G. Cartwright has been named 
advertising manager of general 
products department, and H. F. 
Cook becomes advertising mana- 
ger of the tire department. Mr. 
Cartwright was assistant manager 
of the advertising department, lat- 
er becoming manager of sales pro- 
motion. Mr. Cook joined the com- 
=— advertising department in 


Corinne Calvet, Colleen Gray, 
Charles Korvin and Hans Conreid 
as panelists for a combination quiz 
and pantomime show. Guests will | 
include Cesar Romero and Vincent | 
Price. The show is on film and | 
will be placed on a spot basis. 

Twenty markets have  been| 
cleared for the five weeks preced- 
ing Christmas. They are New York, 
Chicago, Los Angeles, Detroit, 
Philadelphia, Washington, Cleve- 
land, St. Paul-Minneapolis, At- 
lanta, Omaha, Columbus, Denver, 
Dallas, Cincinnati, San Francisco, 
Louisville, San Diego, Boston and 
Buffalo. | 


@ The first 15 minutes will feature 
Certina watches, and during the 
final half of the show Elgin Amer- 
ican compacts, cigaret cases, light- 
ers and dresser sets wil! be 
plugged. 

In addition to promoting gift 

ying for the Christmas season 

the TV show, Certina will run 

in The American Weekly, Col- 

s and The Saturday Evening 
Peet as well as in independent 
Mewspapers, and will use televi- 
sia@ and radio spots in additional 
markets. 

Begin American will augment 
thé TV promotion with insertions 
in Life, The Saturday Evening Post 

This Week Magazine, and in- 
¢ ndent newspapers. Radio and 
t ision spots will also be used. 

ank Brodsky Advertising, Chi- 
is the Certina agency and 


el M. Seeds Co., Chicago, han- 
the Elgin American account. 
Milibson Joins ‘Dun‘s Review’ 


an: Johnson has joined the ad- 
sing sales staff of Dun’s Re- 
vie), published by Dun & Brad- 
str@et Inc., New York. Mr. Johnson 
will be located in Cleveland, west- 
advertising headquarters, with 

Cc Yoder, sales manager, cover- 
ingOhio and western Pennsylvania 
ac@unts. He formerly was with 
nons-Boardman Publishing 

, Cleveland, as sales assistant 


and office manager. 
| 


@ You'll want 
one of these 
terrific plastic- 
bound manuals 
that is just chock | 
full of ideas and in- 
formation. 44 pages of 
money-saving sugges- 
tions . . . and its yours just 
for the asking. Our supply is 
limited so phone or write to- 
day, for your Free copy. 


ARROW PHOTO COPY CO. 
414 So. Siate St., Chicago 
Phone HArrison 7-9515 


- +. on MARKET COVERAGE: Architect and engineer subscribers to 


Architectural Record verifiably design—and specify the products that go into— 
83° of the total dollar volume of all architect-engineer designed buildings. 


-+- on CIRCULATION: Architectural Record’s architect and engineer 


circulation is at an all-time high. 


++. on READERSHIP: [n recent years architects and engineers have voted 
Architectural Record their preferred magazine in 36 out of 42 readership 


studies sponsored by advertisers and agencies. 


«+. on EDITORIAL QUALITY: Behind the steady preference of architec 
and engineers for Architectural Record is the unequalled quality of its 
editorial service to them: 
—Architectural Record is the only magazine that is edited solely for 

architects and engineers: 

it is the only magazine whose editorial emphasis on specific types « 
is scientifically timed by means of F. W. Dodge statistical summaries 
of building planning activity to be of constant maximum interest to its 

and it is the one magazine whose editorial content is scientifically 
balanced (with the aid of Dodge Reports) in terms of the known broad 
interest of active architects and engineers in all types of buildings— 
both nonresidential and residential. 


--- on EDITORIAL QUANTITY: Architectural Record has consistently 
unequalled editorial quality with unequalled editorial quantity. In the fi 
six months of 1952 the Record served its readers with 812 editorial pag 
69° more editorial pages than the next architectural magazine, and the 
biggest six-month editorial volume to appear in any architectural 
magazine in ten years. 

--.on ADVERTISER PREFERENCE: Manufacturers of building product 
their agencies have responded to Architectural Record’s top advertising 
values year after year by buying more space in the Record than in any 
other magazine in its field, In the first six months of this year 497 
manufacturers (two-thirds of all the advertisers in national architectura 
magazines) bought 1436 pages of advertising in the Record, 51% more 
advertising pages than were carried by the second-place publication, anc 
more than the volume of the third publication. 

.«- on COST: You reach the most active, most concentrated, and mos 
attentive audience of architects and engineers at the lowest cost per page 
per thousand in Architectural Record. 


The Record speaks for itself. At every basic point of magazine comparison 
the facts point to one magazine, Architectural Record, as the right magazine 


for your building product advertising to architects and engineers. 


r | Architectural Record 


119 West 40th St 
New York 18, N.Y. 
LOngacre 3-0700 
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Roche-Eckhoff and 
Patton Settle Suit 
for Undisclosed Sum 


Los ANGELES, Nov. 18—The suit 
of Roche-Eckhoff & Associates 
against former employe George 
Patton, for the taking of accounts 
when Mr. Patton left the agency 
(AA, Aug. 11), has been settled 
out of court. 


Advertising Age, November 24, 1952 


Mr. Patton made a money settle- 
ment for an undisclosed amount. 
Roche-Eckhoff had asked for 
$121,000—$21,000 for lost commis- 
sions and $100,000 for future com- 
missions. 

After the settlement, both sides 
agreed upon this statement: 

“The litigation between Roche- 
Eckhoff and George Patton, relat- 
ing to Patton’s right to take certain 
accounts with him upon leaving 
the former firm, has been settled. 


We have released Pattc 
claims arising out of the 
ciation.” 


Will Head Dairy Group 


from all 
ist asso- 


Lester Will, a v.p. a account 
executive of Campbe '!-Mithun, 
Chicago, will become manager of 
the American Dairy A Chi- 


cago, on Jan. 1, At the time he will 
sever connections with Campbell- 
Mithun, which .is the ADA agency. 
Mr. Will succeeds Owen Richards, 
who resigned. 


on 


West Coast Agencies Merge | 
Eric Cullenward has merged his 
agency, Eric Cullenward & Asso- 
ciates, San Francisco, with Richard 
N. Meltzer Advertising, San Fran- 
cisco, under the latter agency's 

name. 
| 


WERC-TV Appoints Thomas _ 


Fred Thomas, who formerly 
owned and operated a newspaper 
in northern Ohio, has joined) 
WKRC-TV, Cincinnati, as publi- 
city and sales promotion manager. | 


Portola Junior High School 

E! Cerrito, California, first 
presented to architects and 
engineers in Architectural Record. 
Architects: Miller & Warnecke 
Photographer Julius Shulman 


Step up the 
effectiveness 
of your 
public relations 
program in 
1953 with your 
advertising in 
e 
The New York Times 


Review and Forecast 
LLG RELATED I RE 


of U. S. Business, 


Industry & Financ 


January 5, 1953 
® 


This important annual 
section will be read, 
closely read, by the men 
and women you want to 
influence with your pub- 
lic relations advertising 
your stockholders, 
bankers, educators, doc- 
tors, lawyers and editors. 
Only The New York 
Times — with the largest 
staff of newsgathering 
experts of any publica- 
tion—could give its more 
than 500,000 readers the 
complete coverage of bus- 
iness and trade conditions 
that this section will con- 
tain. 
Let us tell you more 
about this section of The 
New York Times, and 
what it can do for your 
public relations in 1953. 
Call or write any one of 
our offices for the com- 
plete story. 


The New York Times 


FOR 33 YEARS FIRST IN ADVERTISING 
IN THE WORLD'S FIRST MARKET 


SE nee Sig eee | i. a - Si eee ee eS Oo a = ee ee eo 
Le ae ase ee ey ; Cl ae I on 
meee emer es 1) ee : i i. oi 5 ae oe > a fabs sh Re Neh kee! 
Te a ea Sabie 5 ee. f i ec oe roel be 3 +. gees ie ed ae ee SS ae 
Ue 5 Sa Be.) ts: atu eee a a is eet (SiS 3 err rg <a AS ae ae ite ee <a = Beer « eee ets 
Oe : > é = 7 warp aias s 
a - ae — ; : Pits 
ef wa 
- mm Po Koha 
hoe 4 cree 
Peay b y 2 
Ce Pp moe 
| a i 
pent fe 
: ee a Bes 
ape keg e 
iN SUEUR REESE Sn ee aE sae - “> 5 
| pales. 
- 2. +) 
$f “a - « Je? ; 
: i 
. ; eae a 
se ; ee, Z ay 
eae ae ts 
os ‘ Rae Se E Re ee ie 
*, \ 7 oo Suc ee | o RI See | ‘ > 
it: : ran corew. ae ae At 6 
si : y Hie fa aa + \ Ween) es Bs. raul 5 siete 4 on 
? Tey. & ne x i i Et ag 
ahs 3 & f ee ee H es A Se 
rag , i= 4 es 2 ‘3 e 
; ‘nd ® a 4 eee 
. j Pye ee | So 
eee es i meg an re et ; paris 4 5 
ee Lom aoe é wee : » . . : | os he ae 
ee. i a Rg 3 | ; (eee 
2 ‘ie ‘ ; : VO ’ | ee == 
fs ay : p ia ' | ; } Sh og 
Saas =e e cd : | a: 5 
; : Nes pa Ce ; | «se 
ae ae jane 1% Rey 
§ me: eae oe : ¢ 3 : 
ee : ee oS : | ae 
’ pee ; ae ee bs ae } "Tihcsae Se 
Ee Pee dt rs ie ee , De * as 
ray = Be Ti eaR ee: t cae AS 
ay ‘ ‘ie a ee po eae > Te 
: : et a : ae aes . : Oe 
. 4 \ 7 %, ms = A, ~ "ey , ‘ Red x 
: : ; : a : : ‘ a 2 4 aR SS 
) by Pe Be i = 2 be : 
chy * / . i “2? eee eae med (a mere te 
: , e " st eh a i ‘ “Ne @ ae re 
. Se . . 2 Bw Ta ers ? A . ey | eee 
; y iA om as : x ae Be ae NON — : "ee * 
: es -. ee ay: “ ; r ey N qi 
: wes : ees 7 % 7 >. Qe ‘ } WE ek 
¥ Foy ; , es B : a eae: Uh Ramet 
abe nae * ry L ‘ : i e ° Bi os “ Pk 
a ; : : 4 te oe | ae 
s a BoD 7: - a Es 
: 3 , 2 5; : ; i te mage ane . | eee 
iy ¥ 4 - =a - ’ ¥ 
: ey a ees 
ee" igang 
A - x aa He 
: i : 2 (aaa eae 
. . pao ea os a 
? Hf 3 + + aA o cae a 
‘ : 3 Pe. awe: a Pe ae 
‘ : < 5 : ge bie z Bee fe pin fa ‘ ee gt 
< 5 Jaen ao % = ’ 5 eagle’ a . as F = 
oonge 6) ‘ ee are ee, 2) ae "ec oar 
ea i ce pi ecaallale et eet. a éc a a hae 
ae a sigs oe ae ee - PR aes a br iy 
ar aes: nee ae s — ee ae. a. ea oh 
% Ohi ho ae 4 ie : : fe ieee ecy e be a kane ee ae RS 
Re Gos oe as oY fi an f Pr eer ae ee ae a ae — hae 
= pate. Spiga ; are pet ee + es sys goa. 3 
te cats ae be iS ey ni Bi "EE Ls bare Zee oe. ‘ oe Be, a 7 og z So 
ss eae 9 +. a a ae > a mae fe ae ern’ a, Mg 
cs, Saad Be: a ies Bes ae eee : ia : eae arenes 
ae eo oz ee e ea 38 ae eS : ne ares 
- ae or ia At vad a aie 3 BS be ces oo oe 
. Se. 4 ¢ ee ees ee. 4: tas ae oe : ’ es 
ie 2 ee ae a aa Co eee | ,, e > a 
* 9) tee fe” So Ee Bh ay oO ee es ia? 1 S) oy : ees 
Me : Dt Saeed Bi ae ‘ Fe eee et me F Se a ay ii é ¥ re. 4 ; since ae Ne 
t Cette. ue Se. n, Se sar Ones, erie? : i | we: * Ba ie 
Y 4 ne a eee ate ‘ ae vee Te " 2 Ng ¥ ‘ att 
pe: a og ;  ? Baeeos id = " | 
eit ae = P aye, i ‘Pee | eee j 4 S — aoa 
; 4a : ae ‘ : Pon’, eae Se eae i i 4 mf e ¢ 5 
; Vr ain > ' a ee Samer = AGG - =f Fe x 
« ; Roo fake é — ) toe >, Cae, ie i : P ‘. ; ie ‘ 
ae : ee ae * ’ “aS Toe oe ers id : { - - 4 a 
' ec alien - aes. Spee Uae wee. 4 j ae ange 
ai a bal?) <a , P+ an ae eve, Nhs : sa 
- ah A a ee ae oe Vea q =, a\ Peers inert 
——E i = ag | oe at 
| 1 * ¥ . ¥ s , De aeer be 
: . 7 5 el . , 4 : - : Mots 
ee s \ ‘ : title £2, 7) - — . ay 
“7 4 as, >» goa a P S 
‘ ———————— (ng a By th eam = rev ee 
oF hit ot ee nat 8 ow ig 5 ¥. Chee Be ae re ee "Ss See es Ee oe ote cone 3 
s . Me ~. r - - . oh. Ms — * hy ign ee neal > k ae 
= heey if et eee ee ; Ne % ew &, ee ee ee ios a lle mei aad S50 ee 
: Ae Bee ‘a ; ian, of Hoes, ey Se ig ela on ty c ee a ee are pe 
; Ee ke at te ee Bee “ . s meres ee as % ; S94 on Ww, wig Ope re Reng 2? Bs : wes 
A ng & ge ar ee ps ay ‘ . Pants > = he te he ete Sad ‘< ae 7 : gue: 
i > e ett Oe re PT el : ca * s ean be See I i “. +S cna ise, ah ee abe ” a 
_ 3 » oy De Se NG. oo awl - rok e — ‘ 7 Sal wy pire a + = abe Prt. 7 i 
7) £ ee its Re a Dae. ak. pe ae : % cage 6 ere tae 7h eins a “ties = “yogi Pn 
= be ae a ee a <<. % Kobe Diea ae » aay Ben Se S ‘51m _* 4 bad wih - S bar ee Bi iChauy ag : i 5 oe 
Ne coms, aie - ake eat Aa aa ely f ‘ wes Re” BR a ayer | CRN an 5 tae: aa 
‘ , Na Pale ey en : » ad yn i! 2 i Se ‘ « o> ~~ eS rad tn A i oon . ie ak. 
s ees eae a ag ae “ ‘ ny eh $c. heh. Res a > 3 ijl eo ie aad eee, & sei. 1 5 eet 
~s > Phe ig fe re a teat A Nl gS ‘huni aii ws a oP dak RAR ai? hei Sot el tee 5k, ee 
he” ee) gry ~ “es * a j iow i PS Pa an pam, Bs ee ae mow & [ee ya Sm . x ‘oe 
i ES kt. Peal +. gn cat” ge a Rene eee So FR Pe Se eae ae iv eager : ate 
‘ | Or re ie oP ee ee ee ee, ee eM Nt 8. 
ES . ee ae 5 . : 
Bu 2 ae Sent ; ai > ee ee i ee ee nis Sted ae ee te ey i a Mya Se “cae 
toe 2 if ie idle ae. ete in Seas : owt eye AE es ete Sh Bo eae Eas 
a +5 5 Ta ae PF Sey rae, ~ 5 SPs diagaeee) . eS (ee oh a . «, - W te poo 
oa Le Sees pee q ae 
* q | a ees xo 
: | 7k By.) fe 
af ‘8 ws c 
‘ % ioe 
aS SS 
ay =A y 
J 3 . 7 —_ » P ed Coie 
ee . . 5; Sg Pgs hale 
ae : it e : Be Ad Ae 
ci Z = o . — " r 7 . ‘ ; (yoda r tis 
bh Bayantel ie anes Ty WS cae ee: . a Rt Sh tere apace rami, : es a oF Ag Mee | PeMneagy ee gt T eenaaree oy ope ee ne 
ee ns a ie oe: eS ier sce hel cc Ae can : Ss: ca fy er ee ad Sat ees eae ens SS 
ae (2: da ea 5 Seon 8 Se ec Me ase 2 a pai as <i Se ee se ane a ale ae | Tarts ee ae Grey 


34 


Sylvania Appoints Stonehill 

Cyrus Stonehill has been named 
sales manager of the new ballast 
department, in Ipswich, Mass., of 
the lighting division of Sylvania 
Electric Products Inc. 


Branham Co., Dallas, Moves 

Branham Co., Dallas agency, has 
moved its offices to larger quarters 
in the new Fidelity Life Insurance 
Bidg. 


Let’s Get the 
Picture Straight 
+++ @ second way 


See next week’s issue 
of Advertising Age 


(ADVERTISEMENT) 


Dr. DuMont Lambasts NCAA for Keeping 


Tight Reins on TV for 


New York, Nov. 20—Dr. Allen 
B. DuMont this week continued his 
sniping campaign against the Na- 
tional Collegiate Athletic Assn.’s 
rigid control of football activity on 
TV. 

The videe set manufacturer and 
telecaster characterized the group’s 
restricted football program as “re- 
straint of trade inappropriately 
disguised in an academic cap and 
gown.” He spoke before the Foot- 
ball Writers Assn. here. 

“The NCAA has in the neigh- 
borhood of 300 football-playing 
member schools,” Dr. DuMont 
said. “Of these, approximately 120 
are so-called ‘major’ teams. Now 
there are four major television net- 
works and some 112 individual 
stations. In theory, each of these 
networks and each independent 
station could carry a different 
game on television. 


s “But it doesn't work out that 


College Football 


way. The NCAA restricts the tele- 
vising of footbal] to one game per 
week, It says to the millions of 
television viewers: ‘You may see 
this game we have chosen for you 
to see, but no other, no matter what 
your personal desires may be.’ 

“And it says to the television 
networks: ‘Only one of you may 
carry this game; the rest of you 
are out of luck.’ What's more, the 
NCAA has pegged the price of this 
restricted football program so high 
that only a few of the richest cor- 
porations in the land can afford to 
sponsor it.” 

Dr. DuMont went on to point 
out that schools which would like 
to televise their games “in the in- 
terest of the public and alumni” 
didn’t dare do so because of a 
threat of blacklisting by the 
NCAA. He said the “trade associ- 
ation” has never been able to prove 
its principal argument that televi- 
sion must be restricted to protect 
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the attendance and added: 

“It is too bad that the athletic 
departments feel they must put 
gate receipts ahead of their obli- 
gations to the general public.” 


s As for the “noble” assertion that 
NCAA wants to protect its mem- 
bers from the “irresistible lure of 
television receipts,” this “is slander 
of every educator and educational 
administrator and every educa- 
tional institution in the country,” 
he declared. 

This attack on the NCAA fol- 
lowed on the heels of an attempt 
by Dr. DuMont to break the “il- 
legal monopoly” on football by a 
direct appeal to the colleges. Each 
of the 10 colleges he approached 
in an effort to obtain TV rights 
for six October games for local 
televising turned him down. Sev- 


eral pointed out that as members | 
of the NCAA they could not accept | 


his proposal. 
The rebuttal to the telecaster’s 


charges was made by Asa S. Bush-| 
nell, director of the NCAA’s TV! 


program, who said: 


hans ex pateibagioee 


national 
advertising 


Your advertising tells prospects about the 
merits of your products... 
buy immediately. Will they know who 

your dealers are, where they’re located? 


Give them all this information through 
National Trade Mark Service in the ‘yellow pages’ 
of the telephone directory. 


Trade Mark Service displays your trade-mark 
or brand name over a list of your local 
dealers, their addresses and telephone 


numbers. It is available in every market 
or in selected localities. 


across the nation... 


To make your advertising pay more dividends, put 
a line in your ads like, 
the telephone directory for our local dealers.” 
That’s the perfect follow-up that means 
increased sales. Your dealers will go for it! 


. A perfect 
! follow-up for 


convinces them to 


“See the ‘yellow pages’ of 


For further information call your local telephone business office 
or see the latest edition of Standard Rate and Data (Consumer Edition) 


“You can’t compete with free 
tickets and television provides free 
tickets.” 


@ He explained that the “NCAA 
is the colleges.” He said the re- 
strictions on television were not 
something forced on the colleges 
from the outside but decided by 
them in a democratic fashion 
through a majority vote. 

In effect the plan is a com- 
promise between extreme factions 
—one wanting no TV at all and the 
other wanting no restrictions on 
video, the NCAA spokesman ex- 
plained. 

NCAA's policy of limiting tele- 
vision to one weekly contest has 
been sporadically criticized by col- 
leges. Chronic dissenter is the 
University of Pennsylvania. Fran- 
cis T. Murray, athletic director at 
Penn, is campaigning to scuttle the 
program. He wants control of the 
| TV rights put back in the hands of 
the individual colleges. Michigan 
and Notre Dame also have come 
out against the one-game restric- 
| tion. 


Seeks Trent Broadcast Stock 


Subject to approval of the Fed- 
| eral Communications Commission, 
| Peoples Broadcasting Corp., Col- 
| umbus, O., has contracted to ac- 
| quire all the outstanding common 
|stock of Trent Broadcast Corp., 
owner and operator of WTTM. 
| Trenton, N. J., radio station. Appli- 
| cation for transfer of control of 
| Trent will be filed with the FCC 
|at an early date. Peoples Broad- 
| casting, a wholly owned subsidi- 
ary of Farm Bureau Insurance 
Companies, Columbus, owns and 
operates WRFD, Worthington, O., 
and WOL, Washington. WTTM is 
an NBC affiliate with an operating 
power of 1,000 watts and a full 
time optrating license. 


Plymouth Dealers Join Forces 


Ten Plymouth dealers in the 
Seattle area have joined forces in 
a dealer promotion campaign, di- 
recting prospective buyers to Ply- 
mouth showrooms in the area. The 
first of its kind in Seattle since the 
late °30s, the campaign opened 
Nov. 20. Advertising carries a city 
map showing location of the 19 
dealers. The promotion uses news- 
papers, outdoor and transit ad- 
vertising. Alfred Goldblatt Adver- 
tising, Seattle, is the agency. 


Echols Joins PR Company 


David H. Echols, executive v.p. 
of Grant Advertising for 13 years, 


New York public relations com- 
pany, as a V.p. 


Th 


| The House Trailer Industry annual sales 
volume is now over $248,000,000. These 
mobile homes are completely furnished 
units using such items as electric refrig- 
erators, bottle gas ranges, heaters, bed- 
ding, chairs, water heaters, baths and 
toilets, etc. Each unit needs insulation, 
lighting equipment, and other 
i items used in the building of hemes. The 
| national government now recognizes 
| trailers as homes and over 1'/, million 

people now make their homes in trailers. 


| 

| For complete information on this 

| rapidly growing industry get the facts 

today — one magazire covers dealers, 
manufacturers, and trailer supply stores. 


Dealer acceptance of a product is neces- 
sary to sell the trailer manufacturer. 


TRAILER DEALER 
MAGAZINE 


4006 Milwoukee Ave. 


Chicago 41, Illinois 


has joined Walker & Crenshaw Inc., 
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Winter Package 


Just as the dogwood tree carefully packages its seed for protection 
against the elements, so does industry protect its products through 
the use of a wide range of packaging materials. Many of these mate- 
rials, serving almost every type of packaging need, are advertised 
regularly in Business Week. 

REASON: Business Week is read by a concentrated audience of 
Management-Men— executives who make or influence buying deci- 
sions for business and industry. Their firms are important buyers of 


packaging materials. 


RESULT: More manufacturers of packaging materials regularly 
place more advertising pages in Business Week than in any other 
general-business or news magazine. These advertisers know... 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


These Packaging Manufacturers Are Reaching 
Many of Their Major Markets Through 
Business Week 


Acme Steel Co. 

Aluminum Co. of America 

American Can Co. 

Angier Corp. 

Central Paper Co., Inc. 

Container Corp. of America 

Continental Can Co, Inc. 

Crown Cork & Seal Co., Inc 

Dearborn Chemical Co. 

The Dobeckmun Co. 

Dutron Corp. 

Empire Box Co. 

Fort Howard Paper Co. 

Fort Wayne Corrugated 
Paper Co. 

Gaylord Container Corp 

General Box Co. 

The Gilman Brothers Co. 

Glas-Kraft, Inc. 

Hinde & Dauch Paper Co. 


Source. Publishers Information Bureau Analysia 


Hudson Pulp & Paper Co. 
Kalamazoo Label Co. 
Kimberly-Clark Corp. 
Marathon Corp. 

The Mason Box Co. 
Minnesota Mining & 

Manufacturing Co. 

(Scotch Filament Tape) 
Mystik Adhesive Products 
Nichols Paper Products Co. 
Nox-Rust Chemical Corp. 
Paterson Parchment Paper Co. 
Rheem Manufacturing Co. 
Rhinelander Paper Co. 

The Ronor Corp. 
Shellmar Products Corp. 
Sharon Steel Corp. 

(Brainard Steel Co.) 
Albert Trostel Packings, Ltd. 
David Weber Co. 


A McGRAW-HILL PUBLICATION 
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em SUUFFEDY FULL 
OF USEABLE FIGURES 
ON THE CHICAGO TV MARKET 


See TV Forecast's surprising new 


Market Facts, Inc. 


CHICAGO TV MARKET STUDY by 


For your FREE copy Call FRanklin 2-6931 (| 


{ 


185 N. Wabash Avenue, Chicago 1, Ill. 
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| Department Store Sales... 


Election Interest Cuts Down Buying 


7) 
> L 
° # | Wasuincron, Nov. 18—Sales in| DEPARTMENT STORE 
the nation’s department stores : 
again fell below those of a year SALES INDEX 
ago in the week ended Nov. 8, 1947-49 equals 100 
passat 7 with several Federal Reserve dis- 
a 5 \ tricts attributing the decline to in- Week to Nov. 8, '52*..p117 
Jil \ terest in the national elections. Week to Nov. 10, '51*..126 
y 7 / \ In some areas unseasonably Week to Nov. 1, ’52*....115 
\ warm weather was said to have Week to Nov. 3, °51*....121 
contributed to buying apathy. Week to Oct. 25, '52*....122 
Dollar volume was off 8%, com- Week to Oct. 27, '51*....113 
ared to the same week last year. eae pe 
The New York district headed the ae ee. 
loss column with a big 13% de- one 
crease. Only stores in the Kansas | ~~ 


City district averaged higher sales | 
than last year. Biggest gain for over those in the forecasting busi- 
any city was 23% in Topeka. Big- yess continue to predict that high- 
gest loss was 17% in Pittsburgh. er Christmas sales will bring the 

: year to a close with a new record 
® This was the second straight fo- total department store volume. 
week department store sales were pe 


considerably under '51 totals. How- Week Ended 
z Federal Reserve Oct. Nov. Nov. 
ee _ — District and City 25 1 “ 
er UNITED STATES ... is —8 
Boston District 5 es -—7 
New Haven 9 —3 —8 
Boston 13 5 -—38 
Lowell-Lawrence 12 177 —5 
Springfield 17 ra -9 
Providence 29 9 — 
New York District .... 4 rt —13 
Newark 21 5 15 
Buffalo 13 r—10 
New York 1 r--3 15 
Rochester 3 r—10 —5 
° Syracuse 2 r—19 -7 
‘, Philadelphia District zt — —8 
~» qu Philadelphia 11 1 12 
Cleveland District s* —7 —I1 
f Akron 20 5 10 
Cincinnati 6 17 —10 
Cleveland 8 2 0 
Columbus 5 5 +t 
Toledo 11 10 -9 
| Erie 9 3 10 
Pittsburgh 9 10 17 
Richmond District 9 2 —t! 
Washington 5 “4 16 
Baltimore 13 0 --3 
t Atlanta District 1s rl —f 
Oo M Oo ad R Oo W Birmingham 21 2 Ss 
Jacksonville 45 1 —16 
7 Miami 2 rit 0 
Atlanta 13 2 8 
Augusta 48 r33 11 
- New Orleans 16 7 5 
i Nashville 9 4 5 
N) Chicago District 4 —I! — 
4 Chicago 1 13 15 
: Indianapolis 0 -12 5 
\ 3 Big Buyer on her own! Getting gifts galore! aoe 12 | ~—- 
. Milwaukee - ‘ 
. Earnings and allowances give — Birthdays, Christmas, grad- T H AT yo U N G wo M A | St. Louis District 9 r—7 0 
Little Rock 2 5 0 
these girls $3.700.000,000 uation, hope chest. Gifts she Louisville 14 5 
. St. Louis Are: 6 0 
a year to spend. faney free. nearly always selects herself. i N H E $e T E Py s Memphis Area 10 = = 
Minneapolis District res r—s8 
Minneapolis 3 1 7 
St. Paul 6 8 12 
Duluth-Superior 2 r—10 5 
Kansas City District r -_i 2 
Denver 3 7 3 
Topeka 4 -19 23 
Wichita -3 12 5 
Kansas City 4 9 3 
St. Joseph 0 25 8 
Oklahoma City 3 3 1 
Tulsa 12 5 0 
Dallas District “rl? —8 
allas 4 6 -5 
El Paso 103 39 1 
Fort Worth 2 13 15 
Houston 22 6 15 
San Antonio 1 17 7 
San Francisco District 7? -! 
Los Angeles Area 15 3 -2 
Downtown Los 
Angeles 3 —7 -11 
* a ° * : ° Westside Los 
Coaching Mom. Dad! Here comes the bride! Angeles 14 2 -2 
Power in every field of fam- More girls wed at 18 than at \ Son tenes = = =“ 
ily buying. She can pick a any other age. Is your product oe pam ie ae 
product... switch a brand, ontheirshopping lists, for life? y Sais Lake City 2 2 -: 
Spokane 4 -3 5 
3 | r—Revised. 
a |Sets Potato and Onion Drive 
The 16th annual potato-and-on- 
pie! ion week has been set for Jan. 15- 
aS ag 24, 1953. The Idaho Advertising 
id Commission plans special newspa- 
Ba! THERE'S ONE BEST WAY TO REACH THE 7,500,000 ‘ per advertising, lithographed ban- 
i ners, newspaper tie-in mats and 


YOUNG WOMEN IN THEIR TEENS: 


= seventeen s¢\\s' 


NEW YORK * BOSTON + CHICAGO * HOLLYWOOD °* ATLANTA 


broadsides with the first ad re- 
printed inside for dealer display. 
| Advertising materials will be 
|mailed to 30,000 potato and onion 
dealers throughout the nation. A 
spring, 1953, newspaper campaign 
for the state, covering 64 major 
|markets, also is planned by the 
commission. Idaho advertising is 
handled jointly by Cline Advertis- 
ing Service, Boise, and Botsford, 
Constantine & Gardner, Portland, 
Ore. 


Karp Edits New Publication 


William R. Karp, for the past six 
years editor of the King Features 
Syndicate Pictorial News Service 
for Hearst Sunday newspapers, 
has been appointed editor of Fam- 
ily Weekly Magazine, new full- 
color roto Sunday supplement, 
scheduled to bow March 1. 
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‘Television City’ 
Opens; CBS Center 
Has 374,620 Sq. Ft. 


Los ANGELEs, Nov. 18—CBS 
Television held a three-day dedi- 
cation ceremony Saturday through 
yesterday for its Television City, 
said to be the largest and most 
modern plant in the world designed 
especially for television. 

The dedication of the 15-acre 
plant was highlighted by an hour- 
long TV show featuring a host of 
CBS-TV stars, headed by Jack 
Benny, along with California Gov. 
Earl Warren and other notables. 

Television City contains a total of 
374,620 sq. ft. of floor space, built 
around a core of four studios, each 
measuring 12,100 sq. ft. and com- 
plete with its own makeup and 
costume room. 


® Adjoining are set design facili- | 
ties, carpenter shops, paint shops, | 
set storage rooms and property 
rooms. A 35,000 sq. ft. office area | 
comprises the administration | 
building and story conference 
rooms and facilities for writers, | 
directors and producers. Other) 
buildings include dressing rooms, | 
and three rehearsal halls, each 
containing 2,550 sq. ft. | 

The production capacity of the 
four studios is about 28 hours of 
live television programming week- 
ly. This is almost half the output of 
all 18 CBS-TV studios in New 
York. 

Studios are built for flexibility 
in future changes. Walls separat- 
ing both audience and non-audi- 
ence studios can be moved easily 
so that the size, shape and number 
of stages can be changed if re- 
quired. Seating arrangements in 
audience studios, currently pianned | 
to accommodate 350 people, can 
be altered or completely elimi-| 
nated to make way for additional 
stage space. 

Building walls themselves, some 
of glass, can be moved outward 
as much as 300’ so that more build- 
ings can be added. The walls can 
then be anchored back in place. 

In a unique demonstration of 
the plant’s technical facilities, the 
dedicatory program was _inte-| 
grated from two separate studios. | 
A total of 25 sets was used. One| 
musical number alone employed 
12 sets in just a few minutes. 


FTC Stops Heaith Aids Ads 


The Federal Trade Commission 
has received a preliminary injunc- | 
tion in the Baltimore federal dis- | 
trict court preventing National | 
Health Aids from saying in its ads | 
for NHA Complex that the aver-| 
age individual needs a dietary) 
supplement in order to protect his 
health. The injunction will hold 
until the company and the FTC 
agree on a modification of the 
NHA claims. 


Clapper Opens Miami Office 


Edward Clapper, formerly com- 
pilation art and copy manager for 
Reuben H. Donnelley Corp., Cin- 
cinnati, has opened his own office, 
Ralu Advertising Service, in the 
Professional Bldg., Miami. It will 
specialize in art and layout serv- 
ice, sales promotion, direct mail 
and letter service. Ralu is a coined 
word made from the middle ini- 
tials of his daughter’s and his own 
name, according to Mr. Clapper. 


Cratex Names Young Agency 

Cratex Mfg. Co., San Francisco 
manufacturer of rubberized abra- 
sives, has appointed Robert B. 
Young Advertising, San Francisco, 
to direct its advertising and sales 
promotion. The products will be 
advertised in 28 publications 
reaching the industrial and the 
dental fields. 


Dolman Joins Wank & Wank 


Bob Dolman, formerly creative 
supervisor of veterinary advertis- 
ing at Cutter Laboratories, Berke- 
ley, Cal.; has joined the creative 


department of Wank & Wank, San 
Francisco agency. 


Advertising Age, November 24, 1952 


Kieser Promoted to V.P. 
Henrietta F. Kieser, copy chief 
in the Omaha office of Bozell & 
Jacobs, has been elected a v.p. She 
is the first woman to receive this 
title in the office. She joined the 
agency in 1944 and has held her 
present position since 1946. 


Opens Portland, Ore., Office 


Advertising Counselors, Seattle 


agency, has opened a Portland, 


\Joins Princeton Film Center 


Bradford Cross has joined the 
staff of the Princeton Film Center 
Inc., Princeton, N. J., in a sales and 
contact capacity. Mr. Cross for- 
merly was an account executive 
for Gray & Rogers, Philadelphia, 
jand prior to that he was with 
| McKee & Albright and N. W. Ayer 
& Son, both of Philadelphia. 


Yost Leaves Gardner 


Ore., office in Radio Center Bldg.| Casper S. Yost has resigned as 


Dean LaPoint has been named account executive for Gardner 


manager. 


| Advertising Co., St. Louis. 
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35 EAST WACKER DRIVE 
CHICAGO 1, ILLINOIS 
ANdover 3-3042 


From 5 million to 285 
million bushels of soy- 
beans in 25 years — 
now Ameriea's major 
supplier of vegetable 
oils and proteins —this 
spectacular industry is 
still growing. Your mar- 
ket grows with it! 


ought for Advertising. 
and, Media Mow... 


There's been some discussion about the advisability of 
reaching boys through family media. This page is in- 
tended to set the record straight. Let's start off with 
what looks like a fantastic graph. We admit it is. 


It would mean nothing if it weren't backed up by read- 
ership figures. So . . . from the 1952 National Study of 
Magazine Audiences conducted by LOOK Magazine 
you have these boy readership figures for mass weeklies 
in the 10 to 19 age bracket: 


__, Sener 3,114,000 
SIN cinisinoniomsainand 2,002,000 
_ eee 1,780,000 
8. ¢ eee 1,353,000 


And . . . BOYS’ LIFE has 2,500,000 boy readers up to 
17 years of age. 


Since young men 18 and 19 years of age (included 
in the LOOK Study figures) are not to be confused 
with boys, we believe it becomes a matter of ‘separ- 
ating the men from the boys’ to determine the true 
market. 


You want mass boy readership in the boy age market 
and enough readers per dollar to justify the money you 


spend. 


Well, you get both and you get them with authority in 
BOYS’ LIFE. That's why we say the effective way to 
reach the boy market is by advertising in the boys’ own 
magazine. 


PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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Business Puts Magicians to Work 


New York, Nov 


He is a magician 
masquerades asa 


ist of a new sort 
who frequently 
business man 

Mr. Christopher reports that the 
razzle-dazzle of magic, which has 
long been a favorite word in ad- 
vertising, is being used increasingly 
in promotion campaigns. 

His most recent role as a com- 
pany representative—for Mallory 
hats—required more than the usual 
amount of preparation. Since he 
belongs to the hatless school, he 


ecg 


PROMOTION TRICKS—Milbourne Chris: | 

topher demonstrates his brand of magic 

sa’ nship. When this Crosse & Blackwell 

€ ler was introduced to the New York | 

me , he was featured in the magazine | 
ads. 


Not Only had to purchase a cha- | 
P but had to break it in fast} 
an@ practice wearing it so he could | 
do with the casualness of a| 
Vv n 
¢ | 
8 Im January, Mallory will intro-| 
duc@ a new line built entirely | 
aroumd the magic motif. Behind- | 
the-#cenes preparation for the} 
driv@, which breaks in the spring 
in The Saturday Evening Post and | 
othe® magazines, was started some | 
tim@ ago by Kenyon & Eckhardt, 
with Mr. Christopher as a key fig- 
ure 
At a sales meeting in Chicago 
where he posed as a sales official | 
of the company, the magician 
punctuated his sales talk with 
tricks and ended with a flash pro- 
duction of proofs of coming color 
ads. At that point the real sales 


&xiO - 
GENUINE 


en ‘uke 3 
wecite 


PHOTOMAT ea co. 


53-59 E.Minols St., Chicago 11, Illinois 
4 Phone: WH itehall 4.2930 


18—Milbourne | 
Christopher is a quick change art-| 


manager took over for more seri- 
ous business. 

To get the salesmen into the 
spirit of the occasion, Mr. Chris- 


| topher created a number of puzzle 


giveaways for distribution to their 
customers. These included an ace 
of hearts which disappears and 
then changes into an ace of hats 
and a card on which the hats seem 
to appear and then disappear. 


@ Sales magic is only one phase 
of Mr. Christopher’s business. He 
mixes television appearances with 
theater, night club and lecture per- 
formances. The author of 11 tech- 
nical books on magic and the in- 
ventor of scores of tricks, he has 


entertained audiences in 30 coun- 
tries. 

His type of trickery has long 
been in demand as an attention 
getter for promotion meetings. 
Gorham Co. called on Christopher 
to demonstrate how individual 
pieces of silverware could be com- 
bined to make an altogether dif- 
ferent piece by the use of a wax 
substance. He used the tried and 
tested technique of getting the at- 
tention of the assembled magazine 
editors through entertainment; 
once he had them, he moved in 
with the sales message. 

When Springfield Woolen Mills 
Co. launched a campaign empha- 
sizing the non-shrink advantage of 
its blankets, 
staged a special show to put its 
point across. 


the prestidigitator | 


Advertising Age, November 24, 1952 


Crosse & Blackwell Co. featured 
Christopher in magazine ads for a 
new product—the cocktailer. This 
cocktail “package”—-with the 
mixed drink in the bottom section 
of the bottle and the cherries, 
olives or onions in the top—was 
“produced” from thin air by the 
magician at a party for the trade. 

This was the kickoff to an ad 
campaign based on the theme: 
“There’s no trick to it. You can 
have a_ perfect cocktail every 
time.” 


s One of the secrets of the success 
of magic salesmanship is that it 
gets the product right into the mid- 


dle of the act. Several years ago) 
at an automobile show in Balti-| 


more, Mr. Christopher went 
through some conjuring capers on 


a revolving stage while he carried 
on a conversation with a new Ford. 
In the course of the routine there 
were tricks with the gear shift and 
steering wheel to plant the ideas 
the auto maker wanted to get 
across to potential buyers. 

It’s taxing to the ingenuity, no 
doubt, but he has built routines 
around everything from Kellogg 
cereals to Florida grapefruit. 

There are any number of sorcer- 
ers who at one time or another 
have traveled around the country 
as merchandising ambassadors. 
Shows are lined up through dis- 
tributors and presented free on 
behalf of the sponsoring product, 
of which the audience usually gets 
a sample along with the gratis en- 
tertainment. 

Grapette Co. has presented Phil 


In just about every field of business you'll find ABC 
and ABP papers out in front in reader and advertiser 
preference. ABP papers alone (all ABC-audited) are 


Al 


1?Se 


paid for by almost two million subscribers . . . at a 
total cost of more than $8,000,000 a year. You'll find 
it well worth your while to look for the ABP-ABC 
symbols—and measure what they stand for—when 
selecting business papers to carry your selling story. 


lling Is 


...and nothing specializes 


THE ASSOCIATED 
BUSINESS 
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Advertising Age, November 24, 1952 


Huckabee throughout the South. 
Don Lawton, who is featured on 
KSD-TYV, St. Louis, for Old Judge 
coffee, makes frequent personal 
appearances for his sponsor. Monk 
Watson is an itinerant trickster for 
the Casite division of Hastings Mfg. 
Co. in Michigan. 


@ These modern magicians are 
merely following in the footsteps 
of their 17th century predecessors. 
In those days wizards drew big 
crowds to the market places with 
their hocus-pocus and then pro- 
ceeded to sell their patent nos- 
trums. 

In the early 1920s Horace Goldin, 
who invented “sawing a woman in 


half,” performed this popular il-| 


lusion with a plainly labeled Diss- 
ton saw and got paid for the ad- 


vertising. One of his contempo- 
raries, Howard Thurston, used to 
feature a vanishing Whippet auto- 
mobile in his stage extravaganza. 

Two current practitioners of the 
art of deception who have made 
commercial tie-ins pay off well 
financially are Think-A-Drink 
Hoffman, who stuck to Seagram’s 
in his coast-to-coast vaudeville 
tours, and Harry Blackstone, who 
featured various local products 
from city to city in his big stage 
show. 


®s Commenting on the vogue for 
magic merchandising, Mr. Chris- 
topher said: “Magic has always 
gone well when teamed with ad- 
vertising because it is a natural for 
visual presentation of a selling idea 
—not cut and dried, but in an en- 


tertaining way so that it sticks in 
the mind.” 

In addition to Christopher’s role 
as a magician-posing-as-a-sales- 
man, he has served as a sort of 
magic consultant to advertising 
agencies. Not so long ago a major 
agency called him in to work on 
the problem of getting a large 
presentation into a small enough 
kit for salesmen to handle with 
ease. 

In the Christopher-designed ver- 
sion, the presentation was there in 
its original size, but the kit was 
reduced to easy carrying size. The 
secret: the presentation was folded 
into a neat package and the sales- 
man had only to take it out and 
give it a quick shake, whereupon 
it unfolded into several large 


| blocks. 


NBC Appoints Welch 

Robert L. Welch, who for the 
past seven years has been with 
Paramount Pictures as a producer, 
has signed a long-term contract 
with National Broadcasting Co., 
which will be effective Jan. 1. He 
will create new TV properties for 
NBC, both live and on film, and 
will function as producer-director 
of his programs as well as super- 
visor of the writing. 


Turco to Hixson & Jorgensen 


Turco Products Inc., Los An- 
geles maker of industrial cleaning 
compounds, has appointed Hix- 
| son & Jorgensen, Los Angeles, to 
|handle its advertising. The com- 
| pany operates factories at Los An- 
geles, Houston, McCook, IIl., and 
Newark, and has 68 direct factory 
branch offices. A national cam- 
| paign is planned. 


specialized 


lake the business press 


* 


ny. 


You could sell umbrellas on a sunny corner in California 
(Hollywood and Vine, maybe). But a shrewd salesman can triple 
your take on a misty Main Street where people are fewer, but 


wetter . . . and all prospects. 


It’s the obvious-Adams logic of specializing. And it’s the 
answer to the urgent need today for more selling . . . and better 
selling. It means selective advertising . . . to pick your markets 
and pound them . . . to put every dollar where it counts . . . to 
aim sharply—not just at markets but at pinpointed customers 


within those markets. 


This is a job for the business press . . . and it’s a job no other 


media can do so well. 


Take any typical product . . . drugs, for example. You'll find 
business papers edited for the chemist, the manufacturer, the 
processing engineer, the druggist. It’s the same in any field. Each 
paper specializes on a particular level within a particular market. 
Each draws a specialized audience . . . reading with a searching 


what's-in-it-for-me ? The editorial pages spar 


k action . . . and 


sales; they turn readers to the ad pages to hunt for new products, 
new materials, new services to do a job better. In their business 
papers your business is sure to be their business; your ad talks 


in terms of their profit problems. 


There’s strong proof this specialized advertising pays. Last 
year, 489 leading advertisers alone spent $74,000,000 in business 
papers. And this year, the total for a// business press advertising 


will come close to $300,000,000. 


As selling gets tougher, and pencils are sharpened to figure 
Costs more closely, ad linage in business papers is growing .. . 


fast! Why? Simply because you can sell more of any 


and sell at a lower cost . . . when you advertise first in the 


specialized business press. 


ato 
o* So 


PUBLICATIONS... 


205 East 42nd Street, New York 17, N. Y. MUrray Hill 6-4980 


When ABP presents its 11th annual 
awards for the best advertising 
in Merchandising Publications ... and 
in Industrial, Institutional and 
Professional Publications... will your 
ads be among the winners? They may 
be—if you get your entries in now. 


Campaigns are judged on copy, 


layout, overall selling effectiveness... 
and results. The winning writers and 


companies will receive wide 
recognition and their campaigns 


will 


be used as outstanding examples of 
good business paper advertising. 


@ To enter one—or both—of the ABP 


contests, send for your copy 


of the 


contest rules now. Entries can be made 
by advertisers or by agencies. For 


full information, write ABP. 


Naat 


eens Pet 
How to get a line on 
pit Ax 


How has the shift in selling methods 
and marketing conditions changed 
your dealer picture? A new survey 
made by ABP has detailed answers 


++.and some important clues to 
what-to-do-about-it. 


This NEW SURVEY OF DEALERS digs up 
data about dealer tie-in behaviour 
++. and what dealers want in your 
advertising. It compares the findings 
with an earlier study (made in '48) 
and points up some sensitive spots in 
your advertising and merchandising 
approaches to retailers. If you haven't 
studied it yet... be sure fo. And be 
sure every copywriter and everyone 
on your sales promotion staff digs 


into its facts. 


@ Write to ABP for a copy... Price $1.00. 
OR... ask ABP to have a representative 
of the merchandising paper in your 
fleld show you the figures-and-facts 
-+.and what they mean in your 


selling picture. 


King-Size and Filter 
Cigarets to Get 50% 
of Market: Ganger 


New York, Nov. 18—King-size 
and filter cigarets by 1960 will 
have 50% of the market, Robert 
M. Ganger, president of P. Loril- 
lard Co., predicts. 

Speaking before the New York 
Society of Security Analysts, Mr. 
Ganger said that the cigaret in- 
dustry may be undergoing changes 
as drastic as the shift from Turkish 
to domestic tobaccos during World 
War I. Swiss sales of filter cigarets 
have come from nowhere to more 
than 50% in the past few years, 
he pointed out. Other countries 
are reporting strong gains, he said. 

In the past year, Mr. Ganger 
said, filter cigarets have gained 
50% in volume in the U. S. and 
now account for about 2% of the 
total. King-size cigarets, he said, 
account for 17%. 


Lever Offers Aunt Jenny 
Christmas Recipe Booklet 

Beginning the week of Nov. 28, 
Lever Bros. Co., New York, will 
launch a send-a-way promotion 
for a new Spry cookie booklet, 
“Aunt Jenny’s old-fashioned 
Christmas cookies and other all- 
time favorites.” The booklet will 
be mailed to consumers for 10¢ and 
a label from any size Spry can, 
Dealers will be offered specia}ad 
mats and shopping cart panelg for 
display purposes. 

National advertising will include 
four-color pages during the k 
of Nov. 30 in Parade, This Week 
Magazine, the First Three Markets 
Group, and six independent 
plements. Additional 1,000 
b&w ads will run in newspape’ 
22 key cities in the Southwest. 
dio and television commercials 
run over “Aunt Jenny” (CBS) 
“Big Town” (CBS-TV). Ruth 
& Ryan, New York, is the pr 
Spry agency. 


ABC Gets 3 Radio Stations 

American Broadcasting Co., 
York, has acquired KABI, Ke 
kan, Alaska, and KJNO, Jun 
Alaska, as affiliates. KABI o 
ates with 1 kw daytime, 500 
nighttime, on 586 kilocycles. K 
operates with 1 kw daytime, 
watts nighttime, on 630 kilocy 
Affiliation becomes effective 
1. WRNO, Orangeburg, S. C., 
join the network Dec. 14.-W! 
operates with 250 watts on 1 
kilocycles. The three additi 
stations bring the total num 
AEC radio affiliates to 351 outlets. 


San, 
you'll be stuck on 
GOODSTIX, too! 


new transparent self-sticking 
sign and product label... 


coopstix are catching on rapidly with 
progressive companies as the ideal point- 
of-purchase sign. They're so attractive, 
easy to use. Just peel the two protective 
strips, and press. No moisture, no glue, 
no tape, no mess, 


STREAMERS © POSTERS. 
SIGNS » INSTRUCTION LABELS 


FREE! just off the press— 
informational folder “COODstix 
FOR SALES.” Call, write, wire 
for your copy and samples. 


GOODREN PRODUCTS Corp. 


pert. AAI, 136 west 21 street, NEW YorK 
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Sponsored by Super Market Institute © Backed by McCall Corporation 
230 Park Avenue, New York—MUrray Hill 6-4600 


Beer Living 
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The U. S. S. United States has made and broken many records. 
So has BETTER LIVING Magazine. Let’s look at the records: 


Better Living’s Circulation Records— 


Biggest circulation any new magazine ever started with 
j Biggest first-12-months circulation any magazine ever had 
Biggest first-18-months circulation any magazine ever had 
| Fastest-growing circulation of any store-distributed magazine 


Biggest first-18-months dollar volume of advertising any magazine ever had 
Fastest-growing advertising volume of any store-distributed magazine 


Better Living—Your Bonus Buy! 


Guaranteeing 2,100,000 in February —distributing 
2,400,000 right now, through the most successful 
merchandisers in the grocery business. 


\ Better Living’s Advertising Records— 
A fe Biggest volume of advertising any new magazine ever started with | 
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|MPA Elects Two Members 

|  Maclean-Hunter Publishing 
|Corp., Chicago publisher of In- 
|land Printer and Rock Products, 
and Highlights for Children Inc., 
Columbus publisher of Highlights 
for Children, have been elected 
to active membership in the Mag-| 
azine Publishers Assn. 


F&SE&R Appoints Rhodes 

Stan Rhodes, formerly in the 
television departments of Kenyon 
& Eckhardt and Benton & Bowles, 
has joined the radio-television de- 
partment of the New York office 
of Fuller & Smith & Ross as a 
copywriter. 


What’s Our Line? 
Fine Typography 


steve Type Can & Serve You 


“J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. - RAndolph 6-7292 + Chicago 1 
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Typical of 600 new homes to be erected 
in Davenport, lowa's fastest growing mar- 
ket, is this 6-room, 3-bedroom dwelling. 
400 5-room units will rent for $75; 200 
6-room homes for $85 per mo. 


$7,250,000 © 
HOME PROJECT — 
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at rive. 
See tty eres 


A 
itd 


- « « AND LEADING ADVERTISERS CHOOSE 


| The Dawenport Newspaper 


600 new rental homes, comprising a vast $7,250,000 building proj- 


ect, are soon to be erected by Anchor Designs of Wichita; Kansas, 
on a 148-acre tract in Davenport. This largest home building 
project in the history of eastern Iowa and western Illinois proves 
again that Davenport and .the Quad-Cities are a dynamic, grow- 
ing population center. Always remember — only DAVENPORT 
NEWSPAPERS give effective, home-delivered circulation in the rich 
$451,526,000 Quad-City market — Davenport, Iowa; Rock Island, 


Moline and East Moline, Illinois. 


a Evening 
DAILY TIMES 


~ DEMOCRAT 
OCRAT & TIMES 
Seroing the Zuad- Cities of 


j handles Swans Down cake flour 


DAVENPORT, IOWA; ROCK ISLAND, MOLINE, and EAST MOLINE, ILLINOIS — 
HEADQUARTERS: DAVENPORT, IOWA 


Uatioually by JANN & KELLEY, INC. | 
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Advertising Age, November 24, 1952 


‘Norge, Swans Down 


Tie In on Contest 
for Cake Recipe 


New York, Nov. 
Foods Inc. will launch a two-week 
“cake-of-the-year” recipe promo- | 
tion for Swans Down cake flour | 
starting Dec. 1. 

About 80 local radio audience 
participation programs will 
used to push the contest. 


range. Local winners are eligible | 
for the national contest, grand 
prize of which will be a Norge 
refrigerator, home freezer and a 
washing machine. 

Reuben H. Donnelley Corp. will 
do the judging. Large use of point 
of sale material is planned. No 
newspaper or magazine advertis- 
ing is scheduled. Young & Rubicam 


promotion. 

The Norge division of Borg- 
Warner Corp. will tie in through 
its dealers with local grocers and 
the radio stations. Approximately 
34,200 posters bearing the list of 
the Norge prizes and the radio 
stations’ call letters will be dis- 
played in grocery store windows. 


s Entry blanks, which are avail- 
able at Norge dealers and partici- 
pating grocery stores, will be 
mailed to the local radio stations 
for judging. 

In addition, grocery stores will 
display the local Norge dealers’ 
imprints on streamers, window 
cards, booklets, sales personnel 
ribbons and drop-in ads. Norge 
dealers will reciprocate by fea- 
turing the grocers’ imprints on 
their display material and ads. 
J. Walter Thompson Co. is Norge’s 
agency. 


Mayers Co. Names Johnson; 
Adds 5 Accounts; Resigns I 
Mayers Co., Los Angeles agency, 
has named Don Johnson, formerly 
an account executive for Batten, 
Barton, Durstine & Osborn, and 
assistant media director in the 
Minneapolis office of McCann- 
Erickson, an account executive. 
The agency has been named to 
handle advertising for Kermin 
Food Products Co., processor of 
frozen foods; A. E. Poulsen & Co., 
maker of materials processing and 
handling equipment; California 
Therapy Equipment Co., manufac- 
turer of Dri-Aire lamps; Mikron 
Optical Instrument Co., producer 
of surveying instruments, and 
Klein Mortgage Co. Pending com- 
pletion of current media commit- 
ments, the agency has resigned 


18—General | 


be || 
Each || 
local show will have a first prize, | > 
which will include a Norge gas|| 


the account of Baker Boy Bakeries 
Inc., Los Angeles. A new agency | 
will be named by the company 
some time after the first of the 
year. 


National Electric Sign Assn. 
Backs Electric Sign Contest 
Cash prizes totaling $1,000 will 
be awarded to winners of the 
seventh annual electric sign design 
competition sponsored by the Na- 
tional Electric Sign Assn., Chicago. 
First prize will be $500; second, 
$200; third, $100; fourth, $50, and 
six honorable mentions at $25 
each. The competition is open to 
anyone, and contestants may sub- 
mit as many entries as they wish. 
An existing supermarket has 
been selected as the object for) 
which the electric sign is to be 
designed. A photograph, location 
map and specifications of the typi- 
cal food store are shown in the 
contest rules, which may be ob- 
tained from the association, 141 W. 


|| Jackson Blvd., Chicago. The con- 


test closes Dec. 31, and awards will 
be announced at the association’s 
= convention in Dallas, Feb. | 
10. 


Maloney Joins ‘McCall's’ 


Joseph M. Maloney, formerly 
with the New York advertising of- 
fice of the Detroit News and the 
national advertising department of 
the New York Herald Tribune, has 
joined the advertising sales staff 
of McCall’s. 


— —— . —~y 
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IT TILTS—Adijusto division of Riveto Mfg. 
Co., Orange, Mass., has designed this dis- 
play case offering eye-angle vision regard- 
less of shelf location. Several models of 
the patent-applied-for display are in use. 


Textile Monthly to 
Publish 13th Issue 
Listing Suppliers 


New York, Nov. 18—An annual 
buyers’ guide issue will be 
launched by Textile World, Mc- 
Graw-Hill monthly, as a 13th is- 
sue in mid-November, 1953. 

The rate for the 13th issue will 
be based on total space used in 
that issue and in the other 12. 
One time b&w base rate will be 
$445, the same as for Textile 
World. Space units, including 
fractional pages, will be the same 
as regular issues. Closing date will 
be Sept. 15. 

Because the circulation of Tex- 
tile World will exceed 25,000 in 
1953, said Edwin D. Fowle, pub- 
lisher, the extra number will pro- 
vide the largest buyers’ guide dis- 
tribution ever offered to the tex- 
tile industry. 


Fluor Corp. Promotes Dewey 

Ed Dewey, for the past four 
years an account executive serv- 
icing advertising, merchandising, 
sales promotion and a recruiting 
drive for skilled help in Saudi 
Arabia for Fluor Corp., Los An- 
geles engineer, constructor and 
manufacturer for the petroleum, 
gas, chemical and heavy indus- 
tries, has been promoted to sales 
promotion supervisor. 


Popular Names Wilson 

The Popular Fiction Group, New 
York, has named Arthur W. Wil- 
son & Associates as exclusive east- 
ern advertising representative. 
Wilson succeeds Csborne B. Bond, 
who has resigned to devote more 


time to Aeronautical Exhibits Inc. 


You can't go wrong with Eureko 
designed and produced trading 
stamps, collection books, or poster 
stamps. Eureka's leadership in this 
field is your assurance of a job well 


Write tedey fer information ond somples 
EUREKA SPECIALTY PRINTING CO. 
revraghlct 


Specialty 
567 Electric Street — Scranton 9, Pa. 


maker of coupons, certificates 


trading stamps, poster stomps 
and gummed stationery items 


Bis, | NR aes Nis Sak ea a a eee ee ee ‘3 a 2 0 IRS ta see emma re 
i Co ae : Per a ae cee ge Cee oe ie Oe i 2 ee fab ee 
Si Sie aay Re EY ee ee fee Ee ee ees ee ee a 
PODS B "- ' > a “ % hecee “di F 6: : “ j Bie ix 

Sate oe ; bs 
fe Se 
ea ela. 
fs fi ae 
PSs om 
aed 42 ee o) 
oa | REE EE a 
3 LI _ 
URS — os - 
ae —= bs ie: 
pe e 7 frome A <A 
ae si 
i A THE SOCAL TRIN G 
oie. |) iz . k fet 
case 2 a, Fe. hae 
mn | “Pos ning . x ' 2 
Fs a ‘ i et A ie st 
ne | aia = A 
cee 3 ‘ Pe ~\ o 
pores ane? piers Pd | pa 
Pe yN ries ae — A PUENT sanaisatan oe 
met - a Et a PeWsee bu : ie i @ So 
Bes ate > ; : > > : a A ie : wat 
4 eee » Bea x . ae 6 aye 

% ’ 2 t. > sighted 
"BRB CDAVENPorT, IOWA o 

Nipet® h.¥ , ns peta og 
a * / BO a. 
Te oe : * z | ee 
iT iar : ; yore 
ae ee ae ee 
RAY i dese i nis 7 aah te a : | hh a ao 
vy : 
oe | ae 
Was) 3 * ~ iS 
> Be: 
eg 7 > | ‘e. 
a 4 mn = - —<—<—<—_ 4 
ve . ; — ee -_———-—-¥ : 
a ——————— = & 
me 1% : : ine ay 4 Wy - o> | ; 
ae , — — Fai Rok——EEEEEE | 2 
fl = Se ee a ee : 
= : a a meray l, . dinon 
. H M rene , | TR th aera a at | | : A 
’ 2 : nghatas bt Perret kel —— Paap 
g 4 7 SOE SS - . — 

* ore P ro Real "S x Ba” _ r > rey peti aes ! 
ay b, a “I “4 We ae) a. SF " _ be 2 “ 1. ‘ te q 
oon AT — RM eee Bideatri ater we ms ia 
28 j oe + “AS Re Ly: bist Pee m¢ - a Ne « the ‘ ere } Hi f 
: 4 - 5 a4 hres ; oe a: 
Lee (2h th eee coe Solan Sate & 
a N aoe 
ee *% 
. 4% | Ps 
5 x u | ‘s 
or | Bet 
ie ‘ | Bes 
got LINEAGE LEADER IN ALL IOWA | : 
PAs “J ile E a; 

4 4 < 
pe ; : 
B ; | f 
— | 7 
* a s 
<y | . 
re SO : 
Ne ; 

" ES a 
oY & 

— amps & 
TN y) x 
a | fadiy ’ 

Ps = | : 
wd, ~ os te i * a 

e . er pe ai bebe res : ‘ es 
| and lft 
ee P 1 ; ] 8 
| oor gE 
 &§ es : 

— oa 
| x : Pe | ; 

s ts ee 
: aS }- done | % 

: ee ee 
: ee | 
> of ' ‘ 4 
ca" be! i | “ 

R § 

* 

oe Se i 

nM SS 
Mae - : 7} (a 


Ss 


TRUE’s 1,775,775 circulation combined to buy $352,000,- 
000 worth of men’s apparel last year*. It would seem that 
TRUE’s month-to-month concentration on men’s apparel 
editorial features is paying off in extra sales for TRUE 
advertisers. Each issue devotes four or more pages to the 
kind of menswear that our readers admire and—more 
important —- buy! 


ete —— 3 a ow’ 
1,562,682 of TRUE’s readers fish and 1,349;589 hunt*. 
TRUE’s audience is an active group, a young group 
(median age only 33.9). And with their above average 
incomes, they can afford to indulge in sports and hobbies 
to their hearts’ contents. Get this. 56% of them have 
home workshops in which they spend an average of 23 
hours per week! 


*Source: TRUE reader panel studies. They are available on 
request. Write TRUE Magazine, 67 West 44th Street, N.Y.C. 


aa 


What kind of men make TIRUE 


the largest selling man’s magazine in America? 


1,092, 102 of TRUE’s families drink or serve whiskey .They 
are in the income group that entertains often and well. 
And they can afford the luxury of a pleasant drink. After 
all, the average income of TRUE’s 1,775,775 circulation 
is $4547 per year (according to Starch)—-a whopping 38°; 
over the national average. 
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1,775,77 


Time 


Argosy 
Outdoor iit 
N 
TRUE Seer’ Rield 
Holiday 
Esquire 
Newsweek Field & 
Sports Afield 29 ta 
Esquire 
Outdoor Life U.S. News 
Holiday (~~ 500,000 
Field & Stream +—— oe 
U.S. News 
Argosy $s 
100,000 
1946 47 48 49 50 


TRUE's spectacular post-war circulation gains 
have now made it indisputably America’s 
number one man’s magazine. And advertisers 
know it. For instance, Oct. ’52 advertising 
lineage is up 33% over Oct.’51. For further in- 
formation write or call Mr.C.E. Nelson, Adv. 
Mgr., TRUE, 67 West 44th Street, N.Y.C. 
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Dictaphone Corporation 


420 LEXINGTON AVENUE 


New York 17 


A. DONALO BRICE 
OrMECTOR OF AOVERTISING 
AND PUBLIC RELATIONS 


August 19, 1952 


Mr. C. R. Devine 

U. S. NEWS & WORLD REPORT 
30 Rockefeller Plaza 

New York 20, New York 


Dear Mr. Devine: 


Excuse an undignified metaphor that just popped into my mind. U, S. 
NEWS & WORLD REPORT reminds me (in one respect) of a friend with an 
incredibie habit of ‘rolling "sevens" or otherwise making his point. 
He's “hot.” 


And so is U, S, NEWS & WORLD REPORT. It's hot editorially--which 
has a direct bearing upon its value as an advertising medium, We 
have a great respect (a cold word for so warm a feeling) for that 
value. I suspect that Dictaphone Corporation is not the only 
advertiser that can make that statement. 


are 


We use all three of the news weeklies, consider them the backbone of 
our media procram, Fach does such a good job for us that I don't like 
to single one out for special praise. But, it would be unfair not to 
tell you that: 


U. S, NEWS & WORLD REPORT is producing more inquiries 
proportionately than the other news weeklies (which 
are producing for us very well indeed). U. S. NEWS & 
WORLD REPORT has easily the lowest cost per inquiry-- 
and the caliber of these inquiries excites our 
salesmen, 


‘ nee sirtye - Es I'm not consciously trying to build a reputation as a dullard--but I 
Sh asi hs believe in insurance against even that. That's why I make sure that 
we use the pages of U, S. NEWS & WORLD REPORT consistently to advertise 


the hottest dictating machine in history, the Dictaphone Time-Master! 


Sincerely, E 


Gua ie 
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A. DONALD BRICE, DIRECTOR OF ADVERTISING AND PUBLIC RELATIONS, 
DICTAPHONE CORPORATION. 


“US. News & World Report 
a is producing...and the calrber.. 
excites our salesmen!”’ 


MEMO TO YOU: Dictaphone discovered “‘coverage’’ of 
their market—yes! But more important, they found sales action, 
from people with the ability and authority to order! 

: You’ll find the same sales action when you advertise in 

“U.S. News & World Report’’— whether you’re selling 
a better way of getting things done in the office, a better 
material or method for the plant, or a finer product 
for high-income homes and families. 


Advertising Offices: 
30 ROCKEFELLER PLAZA 
NEW YORK 20, WN. Y. 


BOSTON o PHILADELPHIA 
WASHINGTON « DETROIT 


people ... Who get things done! 
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to most salesmen... 
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and caught Brood in a Holiday mood*! 


Holiday stimulates readers to entertain, 


to enjoy finer products eo and 
Nake 
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*A spending mood, that is. For 
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services. It's the magazine of pleasure . . . and pleasure means business! 


HOLIDAY . . . means pleasure and pleasure means business ! 


= Uh = ‘ -< 
Aa ==) Kiam I 
=: aa U ws ef 7 
3 () a Y CSV 
ag : 5| i ) \ A \ - | | a 
Boe : | oO | 
oe wt alsa - 
pe. A hard-headed fellow... . named Brood... a | i 
7 _— 7 
— — SO — 'g = 
| one —lal 
By CAN ye (S. Dy EF A) = q 
Praiwee | a 
Paar 36 7 | 
6H) Sos ii~ AM’ >, NSS 
ut was frightfully rude... but one quick-witted guy... through a window did spy... i 4 
a (ral Vg I | 
< AL | (My qi 
fe - . / y Ze e 
bi ‘ f | li 


Feature Section 


dvertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 


L&T Ready for New Business 


Incitement Needed, C. M. Finds 


Woolf Spots ‘Power-Packed Adi-ness® 


How to Get New Products Across 


How Do You Go Up 
in an Advertising Agency? 


Albert Couchman, owner of a Dallas advertising agency, is planning 
to take things easier, and is thinking in terms of having his employes 
take over. Last summer, as he prepared for a vacation, he drafted a re- 
sume of what he believes it takes to get ahead in the agency business, 


which was subsequently published in “Agency Questions and Answers, 


” 


published by the Ellis Plan Foundation. It is reprinted here because it 
is the most specific discussion of its kind which we have ever seen. 


By Albert Couchman 

An advertising agency has just two 
basic jobs to do: to sell FOR a client, and 
to sell TO a client. 

No. 1: the dreaming up of ideas; the 
planning of campaigns or programs; the 
writing and laying out of the copy itself. 

No. 2: presenting this product to a cli- 
ent; making yourself liked by that client; 
getting that client’s confidence in you 
AND the copy or the idea; reasoning him 
to your point of view, and learning from 
his. 

Every other operation in an agency 
merely implements these two. These are 
the only jobs which are or ever will be 
well paid. 

In an agency of this size, both of these 
jobs have in the past been done entirely 
by one man. He may not be the world’s 
best at either; but if the agency has made 
money, he has done a fair job of one or 
both. 

As the agency grows, he can’t do both 
without killing himself. 

Your value to him depends on this: 

How much of these two jobs can you 
lift off his back? How much of them can 
he DEPEND on your doing as well as, or 
nearly as well as, he would do them him- 
self? 

= : - 

You will naturally have other respon- 
sibilities besides these. So does he. 

If you permit these secondary duties 
to monopolize your time so you can’t do 
the big ones, you are shaping yourself 
to fit a $300 or $400 a month job. If, for 
example, you cannot manage the calls 
of suppliers or reps to conserve your time; 
if you keep on piddling with routine jobs 
which could be turned over lock-stock- 
barrel to a secretary; if you waste your 
and his time and energy “selling” your 
accomplishments to the boss. 

There is no place to settle down into a 
nice, comfortable routine, and expect a 
raise every so often as a matter of routine. 
You had better be on the “reach” for more 
and more of those two basic jobs—every 
hour, every day, all the time. Or you 
will gradually find yourself doing less 
and less of them, with inevitable results. 

And this “reaching” is in very large part 
up to you. 


ws He (the boss) may lack the time, or 
the inclination, to hunt things for you to 
do; to plan your steps. 

He may feel that it takes more time 
to start you, and to steer you, than to do 
the work himself. Then why should he 
bother? Where is his gain? 

And his own habits may lead you 
astray. He may, at the time you know him, 
seem leisurely. You may therefore con- 
clude that this business was built at that 
pace, and adopt that pace for yourself. 

This is delusion in its worst form. The 


:ong, weary hours, the years of straining 
to catch deadlines with good copy, strain- 
ing to find time to see clients, straining 
to fit production into the chinks of his 
long-day schedule may not now be ap- 
parent. You can, however, hardly see, 
plan for, buy for and place 16 active ac- 
counts at a leisurely walk. You do it on 
the dead run. 

The fact is, I have never known a man 
to get into a five-figure income on an 
eight-hour day or a 40-hour week. 


® There is only one in an agency of this 
size who can afford the luxury of a lei- 
surely pace. That is the boss. He can af- 
ford it only if he already feels fairly fi- 
nancially secure. He therefore can take 
a calculated risk. 

And if the risk should fail, if his lei- 
surely pace should actually lose some 
business, who would suffer? He—or you? 

His future reasonably secure, there are 
perhaps sacrifices he will not now make, 
in labor, in worry, in blood pressure, for 
an account. 

But how dangerous such a formula is 
for the man in this business whose future 
is not thus secure! Who must have that 
account, five years from now. 

And perhaps the boss has reached a 
time of life when time has become to 
him a very precious thing. Busy with 
work he must do, or work he wants to do, 
or simply play—perhaps he will begrudge 
the precious time it takes to teach. Per- 
haps he will save it for only that man who 
is vigorously grabbing for great chunks 
of those two basic jobs. 

This has been called initiative. Or, “Git- 
up-and-git.” 

And the more you have, the more you 
reach, and scramble, and make yourself 
turn out work, the better you get; no 
matter what mental capital you come in 
with at the start. 


= More ideas, better ideas, and more ap- 
proving nods from clients, come mostly 
from the wrinkled brow. And the tired 
and sweaty brow. 

They will not come from a comfortable 
swivel-chair routine. Or in a comfortable 
swivel-chair frame of mind. 

If you are not restless, reaching, scram- 
bling for more of those two basic jobs 
and more knowledge of how to do them 
well, the future for you in this business 
is discouraging indeed. In fact, you are 
badly misplaced. 

No other course is even safe. No mat- 
ter how secure and comfortable you might 
feel in a job here, what happens when 
the doctor tells the owner, “No more for 
you!” 

Or what happens when the owner’s in- 
vestments in an outside enterprise compel 
him to switch to that business to watch 
his capital and make it produce? 


Or what happens when the good old 
client with 52% of our billing sells out 
to some outfit which brings its own agen- 
CY MT Wasaxs account changed hands 
last month. 


These are the simple facts of life in the 
small agency. They are YOUR facts of 
life, which YOU must face. And every- 
thing you do, good or bad, is sharply visi- 
ble in an agency this size. You are not 
a cog in a big machine. You are the car- 
buretor or the generator or a «uylinder 
or two. And when you fail to fire, other 
cylinders must take up your load. Soon 
or late, an overhaul job will be done. 

Everything you do is visible; and per- 
haps roughest of all, measured against 
his (the boss’) own past. Every job you 
do, he has himself done before. 

So, everything you do is measured by 
that simple rule: 

How much of the two BIG jobs can you 
lift, or are you learning to lift, off his 
back? 

How much of them can he DEPEND 
on your doing so they don’t have to be 
redone, repaired or apologized for? So 
they STICK? 

There are, I think, a few simple tests 
you can give yourself, to see where you 
are going in the agency business. For ex- 
ample: 

Can you manage yourself? 

Can you manage the other people who 
will, if you make it easy for them, eat 
up your time? 

Can you, for example, manage the calls 
of suppliers and reps? 

Can you, for another example, manage 
your own family; see that they don’t take 
FROM the time you need, but add TO that 
precious time? Can you make it quite 
plain to them, and keep it plain, that 
YOUR JOB is the No. 1 thing in their 
lives? 


The Eye and Ear Department... 


Can you put yourself through school? 

This is a business that takes a lot of 
knowledge. With that knowledge, it is 
a business where you have to think. 

So is a doctor’s. I am certain in my 
mind this business requires at least as 
much knowledge as his. He goes to col- 
lege ten years. Will you? 

Can you manage your mind? Can you 
shut yourself up with just it and your 
typewriter and make it dig; or must you 
have your door open to see and hear all 
that comes and goes in the office outside? 
Can you make yourself think? 

And finally—do you feel you have to 
“sell” what you do, to the boss? Do you 
want to make the easy chances look hard, 
and build up the hard chances to look 
like epochal achievements? 

Do you feel a sense of comfort and re- 
laxation when he is away, or is letting you 
alone? 

The fact is. this is the one profe: 
in which a man can establish hi 
make money, and have a lot of exc 
fun—without one day of formal ed 
tion for it. But not unless he “gits.” 
unless he gets the education for hi 
Not unless he makes plain beyond q 
tion of a doubt that in the meantime 
lifting a lot of load. 

* . * 


These are facts of life in this busi 
upon which I can now look back 
some certainty I am correct; and I 
see both sides plainly because in my 
time I have been both types of man. I 
happy—and perhaps lucky—the “git” 
seemed to win out. It may have be 
close race. 

Perhaps it is because I was once he 
greatly by a boss just this way, the “ 
type did win out. Perhaps that is 
I take this precious time to pass a 
these simple inevitable facts on ho 
get ahead in this business, to you. 


‘Buck’ Benny Rides Again | 


Few institutions have changed less over 
the years than the myth of Jack Benny. 
For 20 years he has moved steadily up- 
ward toward higher levels of fame and 
fortune by concocting entertainment 
around a single idea: that millionaire 
(they never call him that, but chances 
are, he is) Jackson Benny is the kind of 
skinflint who washes his own socks to 
save on the laundry bill. 

The man with the most impressive 
“Hmmn” in America is back again on 
radio and TV for Lucky Strike (CBS). I 
caught him on radio a few weeks ago. 
Except for the replacement of Phil Harris 
by Bob Crosby—who is somewhat anemic 
by comparison with the fast-singing 
southerner—everything was the same. 
There were jokes about Benny’s age, 
his violin career, his vault and a thin plot 
line based on his stinginess. 

Not being hep to the gag, Benny hung 
up when someone telephoned and said: 
“Hello, Chris, this is Napoleon.” He re- 
acted the same way when the call was 
repeated. Next time the phone rang Den- 
nis Day, who is still around portraying 


eternal innocence, answered, carried on 
the conversation as Christopher Colum- 
bus and thereby won a TV set on a give- 
away program. Benny, who discovered 
this after buying a $360 set for cash, 
fainted. 

Missing was the familiar by-play about 
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why do consumers 
REALLY buy your products? 


Talk Given by Edward H. Weiss, President Weiss & Geller, Chicago 


uRING the past 50 years new frontiers have been 
D panapuetiedie and firmly established by the social 

sciences leading to a better understanding of man 
and his true motivations. 

From a mere handful of anthropologists, sociologists, 
psychologists, psychiatrists and psychoanalysts at the turn 
of the century there are now approximately 30,000 actively 
engaged in studying man’s behavior in America today. In- 
numerable books, scientific papers and practical application 
of this knowledge of human motivations are available to 
everybody everywhere, not only in the Universities but in 
public libraries and bookstores. Yet few advertisers or ad- 
vertising men seem to have tapped this rich vein of accu- 
mulated scientific knowledge in spite of the fact that 
everyone knows good selling ideas must spring from a basic 
understanding of human motivations. 

Many advertisers are today forced to rely mainly on the 
weight of their advertising alone to keep them competitive, 
particularly in those industries that are crowded with sim- 
ilarly priced products of fairly equal quality. So many 
appeals that once were powerful now seemed to have lost 
their magic. 

‘Why then has there been this cultural lag between what 
advertising men are doing with ideas and what ideas are 
now available? 

Why has this half-century seen such enormous improve- 
ments in production methods, package design, product 
information, distribution patterns and communications 
without parallel strides in methods of idea-development? 

These questions sufficiently bothered us so that a few 
years ago we decided to plunge headlong into an intensive 
study of the social sciences to see for ourselves if what they 
had to offer could be put to practical use by our agency 
to sell more goods for our clients. Maybe this was the new 
approach to ideas for which we were looking. 

At first all of us were skeptical of this new kind of ex- 
ploration. Some of our creative people even resented this 
outside help as being competitive to and interfering with 
their own intuitive creativity. In addition, the language of 
the social scientists was a real barrier to us in the begin- 
ning, as it still is so frequently. Weiss & Geller literally 
went back to school. To give us background reading ma- 
terial and to help us learn the jargon or language of the 
scientists, we created our own social science library which 
now numbers several hundred volumes. Every department 
of our organization—art, copy, research, media, account 
executives, radio, television--all of us meet in small weekly 
meetings with social scientists and explore with them 
specific advertising and sales problems. Instead of, for ex- 
ample, our research or creative departments working solely 
with the scientists, we learned that all department heads 
must be completely oriented in this work if we were to 
accomplish anything at all. 

In developing each creative idea we first talk with vari- 
ous psychologists, sociologists, psychiatrists and psycho- 
analysts individually to get their ideas on both conscious 
and unconscious human motivations related to the specific 
product we are working with. We learned not to depend 
upon one expert or one limited point of view. Where pos- 
sible, we select specific scientists with experience relating 
best to the product or services under discussion. Secondly, 
we then make a limited number of consumer depth inter- 
views which give us a good check on the information 
learned from the social scientists expressed in specific 
personal experiences. 

What we try to get at are the unconscious or hidden 
ideas, associations and attitudes of the consumer in con- 
nection with his or her relationship to the particular prod- 
uct being researched. What we have learned to look for is 
the consumer's real feelings, his real buying motives. 

True motives are often concealed. This is generally ac- 
cepted by all students of human behavior. The consumer 
always wants to believe he is a reasonable person and, as 
a result, he does not always give the real motives for his 
action. 

To illustrate this, in connection with some preliminary 


social science studies by us made for Prom Home Perma- 
nent, a product of the Toni Company, we learned some- 
thing new about women. We thought we had a good idea 
for an advertisement featuring identical hairdos of mother 
and daughter with the vine Ser “A Double Header Hit 
With Dad” In our depth interviews and in our meetings 
with the social scientists we discovered that women have 
a deep resentment being compared with their daughters 
in competition for the husband's or father’s attention or 
affection. This deep resentment could never be uncovered 
in ordinary interviews with women. In fact, on a conscious 
level women would resent your implying such competition 
exists. 

I want to make it clear that the motivation material 
given our creative department is not necessarily a “must” 
they must slavishly accept. It is simply a springboard—a 
feeding ground of material to stimulate fresh, new and 
provocative ideas. There is nothing automatic about this. 
There is no formula. There is no substitute for a key 
group of highly creative people, but they must be expertly 
trained to translate this new understanding of human be- 
havior into practical advertising ideas. 

All this creative research then is keyed to give us new 
selling ideas, and though we can’t guarantee that every 
creative research project will come up with the big idea, 
we do feel this technique has a better chance of doing so 
than any we've ever found because it primarily aims to 
understand the consumer better and that is the funda- 
mental of good advertising. 

One of our most interesting case histories utilizing the 
social sciences deals with the Wine Corporation of America, 
producers of Mogen David Wine. 

Mogen David Wine is a sweet concord grape wine with 
sugar added and only 12% alcohol by volume. It is dif- 
ferent from the regular California and French imported 
wines. We sought an entirely new copy platform from the 
conventional approaches that had long been used in wine 
advertising. We followed our usual procedure of consulting 
social scientists—then double checking via psychological 
depth interviews. 

One psychologist told us, “Wine is related to festive 
childhood memories, to early family closeness and gaiety” 
An outstanding woman psychiatrist put it this way: “The 
traditional aspect of wine is something that knits the 
family together” A leading male psychoanalyst added, 
“Sweet wine carries all the connotations of a festive holiday 
in which the making of special foods as well as wine by 
the mother is stressed” 

We then went to a cross-section of consumers using 
psychological depth interviews and from them we learned 
such facts as these: “Mogen David tastes so much like the 
grape wine I had at home as a child; and another woman 
stated, “It is almost like my mother and father used to 
make” And a man had this to say—“One of my most 
precious memories is of drinking wine with my parents.’ 

Throughout all these human behavior studies one idea 
emerged over and over in such dominance and in so many 
forms that all other ideas became satellite to it. The single 
conception, which was mentioned by all of the dozen 
social scientists consulted and corroborated by depth in- 
terviews, boiled down to the fact that people associate this 
red, sweet, concord grape wine with highly agreeable 
thoughts of childhood days, of home and family. This 
pointed the way to copy themes setting a mood that would 
be a doorway to the pleasant world of yesterday—living 
again in an atmosphere of friendliness and calm, recap- 
turing the days when life was simple, uncomplicated, more ' 
comfortable. 

The copy theme created was: 

“A TASTE OF THE GOOD OLD DAYS: 

Mogen David—The Home-Sweet-Home Wine 

Like Grandma Used To Make” 
This theme dramatized the feeling of nostalgia—reminding 
the consumer of memories of the good old days when the 
world was a kindlier, less tense, less hurried, an altogether 
more pleasant place in which to live. 
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Every advertiser wants his message to excite the buyer’s 
“pocketbook nerve”. The results of some case histories in 
“‘human behavior” undertaken by Weiss and Geller, 


Chicago in collaboration with social scientists, show how 
an appeal to tinderlying buying motives rather than super- 


ficial ones can unlock the barriers of consumer indifference. 


at Annual Meeting of Association of National Advertisers, Inc., New York City, September 30, 1952 


Copy themes certainly are not always the sole reason . 


for the success of a product. Yet in the past two years since 
this copy theme based on our motivation research has been 
used, Mogen David has become the largest selling wine of 
its kind in the world. In territory after territory where this 
copy approach was introduced in television, radio, news- 
paper and outdoor, Mogen David Wine has risen from as 
low as 18th place to Ist place. 

Mogen David's success was not just an overnight craving 
on the part of the American public for a sweet wine. Sweet 
wines have been on the market for many years without 
making much progress. Mogen David was able to build its 
volume in the face of unusually strong competition dollar- 
wise from the biggest distillers and wine producers in the 
country. 

In retrospect, without the social science approach, we 
might have fallen into the obvious trap of showing the 
wine in smart restaurants and homes, or suggesting that 
the wine be used as a correct adjunct to a perfect meal. 

Another test case history which some of you may already 
know something about, deals with chewing gum. 

When about three years ago Mr. Wrigley asked us to 
undertake a study of why people chew gum, we turned to 
the social scientists to help us get at the deeper levels of 
human feelings, to find out why people chew anything but 
food. Why do people chew gum, pipes, or lead pencils for 
that matter? We felt that if we could discover the sub- 
conscious reasons people chew anything but food, we then 
might have a productive platform from which we could 
create new copy and sales appeals for Wrigley’s —_ 

Most people gave as their conscious reasons for chew- 
ing gum the same reasons given in previous Wrigley ads. 
In other words, consumers frequently gave the company 
a play back of its own advertising. 

Our work with the social scientists correlated with our 
psychological depth interviews developed three sets of new 
unconscious motivations for chewing: 

1. Chewing combats boredom, 
loneliness. It helps to 
pass the time. 

2. It releases tension—aids 
in relaxation—helps in the 
release of nervous energy. 

3. Chewing sublimates hostility. 
It displaces anger by the use 
of mouth muscle activity. 


Over a period of months, through our human behavior 
work, we developed what we felt was a pretty sound 
underlying set of human motivations which could be used 
as a base for a copy platform. 

Now to translate into advertising. The big hurdle to get 
over was how to convince an adult he might be less 
anxious by the simple expedient of chewing a stick of gum, 
particularly when the average person actually will deny 
that he is anxious, tense, bored, or even angry. The copy 
idea finally evolved in cartoon strip form. It goes something 
like this. A child is frustrated in doing a simple average 
task natural to a child. An adult observes the child's diffi- 
culty and offers him a stick of gum. The panel then shows 
the child completing this task without further frustration. 
It was our belief that if a reader would accept a child 


frustration—it would then become easier for nim to accept 
the adult frustration which immediately follows in the 
second half of the cartoon. 

Hardly anybody will admit that he is nervous or anxious 
but most everybody will agree that a child becomes easily 
frustrated. It was on this basis that the format was created 
which an adult could accept and agree with—a format 
which doesn’t insult the adult's intelligence or arouse his 
resistance. 

The campaign attempted to appeal to and reach the 
emotions of people through their unconscious feelings, and 
to stay away from a verbal or intellectual level as much as 
possible. Little copy was used. This also made it possible 
to reach the foreign and illiterate communities where 
words might only slow up the thought. 

The Wrigley Company then assigned us a test area in 
the hard coal mining region of Eastern Pennsylvania. This 
section had a higher than average rate of illiteracy, a large 
foreign population, a territory that does not keep pace 
with the general level of prosperity in the country. More 
important for the test, it historically had a very low per 
capita consumption of gum. This territory had never really 
been productive for the Wrigley Company. It was a tough 
sales area. 

The ads started in February, 1950 and ran for one solid 
year. The campaign ran once a week in the comic pages 
or adjacent to them in 16 newspapers in Eastern Pennsyl- 
vania. The test replaced all other Wrigley advertising in 
this area that had been running daily in the same news- 
papers and stayed within Wrigley’s standard advertising 
budget limits. Other factors that might affect the test 
such as merchandising activities, dealer calls, point-of-sale 
material, were suspended during the test period. 

Results show that sales of Spearmint gum (the only 
kind advertised) increased substantially and at a far higher 
rate than sales elsewhere in the country. Sales of two other 
Wrigley brands (Juicy Fruit and Doublemint) also in- 
creased more in this area than they did throughout the 
country. This was not because of above average general 
business in the area. Actually, it was a below-average 
business area, because while food sales nationally increased 
6% during the test period, they increased only 4.3% in 
the test area. 

During this same period overall sales in the gum indus- 
try increased about 1%, and Wrigley sales increased 
somewhat more. 

I would like to quickly touch upon a few other human 
motivation studies our agency is currently engaged in. For 
example, our current campaign for Luxite Lingerie, a divi- 
sion of the Holeproof Hosiery Company, appeals directly 
to one of women’s basic unconscious motives—that is, self- 
adoration or self-love—in the word of the social scientists, 
narcissism. Our entire campaign is based upon a woman 
looking at herself in a mirror with the headline “See Your- 
self in Luxite” Since we have used this theme in the last 
half of 1951 and 1952, the sales of Luxite Lingerie have 
reached a new high even though the women’s lingerie 
industry is off about 20% . Naturally, other factors in addi- 
tion to good advertising influence the sale of ready-to-wear 
products or, for that matter, all products. But we have 
abundant evidence that in this instance the copy idea has 
been the key to the rising sales curve. 


Incidentally, we found retail stores enthusiastic about 
the use of a therie that could be dramatized in windows, 
on counters, in floor displays throughout all departments. 
Every store had plenty of mirrors, and it was a quick, in- 
expensive idea to plant a mannequin in a Luxite garment 
in front of a mirror and letter the words “See Yourself in 
Luxite” on the glass. This is important because it points up 
the practical merchandising application of a psychological 
copy idea. 

An interesting twist has come to light in our human 
behavior studies for Prom in connection with woman’ 
attitude toward permanent waving of her hair. The u 
conscious deeper motivations reveal that women are dead 
serious about their hair. It is evidently the key to th 
femininity. As a result, we found women more readii 
respond to advertising that gives actual data, point f 
point, on how to give themselves a good permanent a 
the practical results they can expect. All other approach 
that try to reach them on the usual superficial beau 
promises or how to attract men mostly fall flat. 

Areas in which this kind of human behavior analys 
might be particularly pertinent are such as getting at t 
real reasons why people don’t eat breakfast or what a 
the motivations dominating our real needs for super-clea 
liness. In these fields some exploratory studies we ha 
made in search of fresh ideas look promising. 

We have learned that human motivations in relation t 
a product can be sought out and applied successfull 
whether you are selling steel bridges or aspirin tablet 

In goncluding, I have been asked this question by cr 
ative people regarding our motivation studies; “Isn't 
quite possible the identical or an equally good copy pla 
form could have been created without the aid of soci 
scientists? Isn't every competent copywriter intuitivel 
gifted with an understanding of the consumer's real feelin 
or motivations? If this were not so, how did the gre 
advertising themes and campaigns of the last fifty yea 
come into being?” 

Naturally, every able advertising man or woman knows 
the basic emotional appeals such as the need for love, sex, 
food, sleep, comfort, warmth, health, and so forth, as well 
as man’s desire for power, security and self-esteem. Well, 
a good medical internist who knows he has an intuitive 
talent for diagnosis does not turn his back on the newest 
X-ray devices or laboratory findings. Why, then, should a 
good creative advertising man turn his back on the newest 
readily available accumulated knowledge of the last fifty 
years in the field of human behavior to implement his 
creativity? 

I think that we of the advertising fraternity will even- 
tually learn a great deal more from the social scientists. 
After all, we're dealing with mass communication to mil- 
lions of people. Obviously we must more intelligently 
understand people. 

Finally, I do not believe the social scientists should be- 
come pe baer men. I have seen a few of them try it. 
Let them stick to their specialized field of pom out 


what makes people tick and leave us the job of translating 
their knowledge into better advertising shies Maybe then 
we will create even more believable, more effective, more 
resultful advertising in better taste, all to produce more 
sales at less cost. 


Recently we conducted human motivation studies in the following fields: TV RECEIVERS . . . READY-MIX FOODS... 


BREAKFAST FOODS (why so many people don't eat breakfast)... SOAPS AND CLEANSERS (why do people want 


to keep everything so white and clean@) . . . APPLIANCES . . . CIGARETTES and uiquor. These studies may open new 


WEISS & GELLER, INC. 400 North Michigan Avenue, Chicago 11, Illinois 


short-cuts to moving more customers your way. We shall be happy to show them to advertisers upon request. 
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Lucky Strike between Benny and an- 
nouncer Don Wilson. In other years there 
have been many times when this was one 
of the funniest parts of the show. 


® As usual these days Lucky Strike’s three 
commercials were short, to the point and 
not at all offensive. The middle one—sung 
to a familiar tune by the Sportsmen Quar- 
tet—-was handled in such a way that you 
hardly realized it was the commercial un- 
til it was practically over. Opening and 
closing sales pitches started with a half- 
sung, half-talked cheer in a collegiate 
rhythm. Then came the straight sell which 
pointed out that a survey of 80 leading 
colleges showed Luckies to be the favorite 
brand. The cigaret which didn’t talk about 
surveys nowadays would make news in 
advertising. 

On TV a week previously the best com- 
mercial was one of those integrated gems 
at which the Benny hands excel. Don 
Wilson had to do his selling under diffi- 
culties. On stage at the same time com- 
peting for attention were Benny and 
Crosby arguing over how much money 
Bob was to be paid. Doesn’t sound funny, 
but it was. And no small consideration 
from the advertiser’s point of view: Lucky 
Strike could be sure this was one pitch 
the viewer didn’t mentally tune out. 

Mr. Benny is much funnier on TV than 
on radio. You have to see that wonderful 
dead pan to appreciate it. His first video 

pearance for American Tobacco—he 
w expected to make about ten this year— 


was a hilarious hit in our house. In TV 
as in radio he is sticking to the tried and 
true formula of situations built around 
Benny the penny pincher. The first pro- 
gram was a battle of wits between the 
head man and Crosby over the latter's 
salary. 

Sight props are to his telecast what 
sound effects have always been to his 
broadcasts—surefire cues for laughter. For 
example, to make his point with Crosby, 
Jack, aided by Rochester, changed a 
swank room into a shabby one by turning 
over the sofa pillows, the mantel and 
even the pictures on the wall. Crosby 
topped this by bringing in five ragged kids 
and got his $500 contract. At which point 
Mrs. C. came sweeping in, dripping with 
diamonds and mink, and took her kiddies 
home. 

Incidentally Mary Livingston, who is 
such an excellent foil for Benny humor 
on radio, still shies away from video. Thus 
Jack seems married on radio, single on 
TV, a neat trick. 

But with or without his missus, Jack 
Benny has established a high mark for 
other funnymen to shoot at with his in- 
teliigent, suave approach to comedy. If 
Milton Berle hasn’t switched to Luckies, 
he has at least attempted to switch to the 
style of their top comedian. But this year 
as in years past a highly partial survey 
in this household shows that 100% of the 
listeners and viewers prefer the Benny 
brand of hilarity, and by more than two 
to one. 


The Lasker Story... As He Told It 


an idential fundamental viewpoint. 


ord & Thomas, as you know, at this 

ment has but few accounts. We had 
atithe close of business last night, 36 ac- 
tomnts in all our four offices. I will read 
Buch them quickly, just so our minds 
gather on it. 

The Standard Advertising Register for 
9925 listed 48 Lord & Thomas accounts 
as follows. Presumably they were not all 
active or of real importance when Mr. 
Lasker said the agency had 36 accounts. 
All-Year Club of Southern California, Los Angeles 


American Tobacco Co., New York 
American Walnut Mirs. Assn., Chicago 
Autopoint Products Co., Chicago 

Auto Strop Safety Razor Co., New York 


Barker Brothers, Los Angeles 

Beverly Hills Hotel, Beverly Hills 

Bissell Carpet Sweeper Co., Grand Rapids 
Braden’s California Products, Pasadena 
Brunswick-Balke-Collender, Chicago 

Cable Corp., Boston 

California Fruit Growers’ Exchange, Los Angeles 
California Redwood Assn., San Francisco 
California Walnut Growers’ Assn., 
Cellucotton Products Co., Chicago 
Consumers Co., Chicago 
Continental Scale Works, Chicago 
Darling, Lou S., Seed Co., Petoskey, Mich. 
Dollar Steamship Line, San Francisco 


Los Angeles 


Electrical Research Laboratories, Chicago 
Espey, J. E. Co., Pasadena 

Federal Telegraph Co., New York 

Foreman National Bank, Chicago 

Fuld & Hatch Knitting Co., Albany, N. Y. 


Gantner & Mattern Co., San Francisco 

Goldman, Mary T. Inc., St. Paul 

Greater Pasadena Chamber of Commerce Commit- 
tee, Pasadena 

Hallet & Davis Piano Co., Boston 

Heller, L. & Son, New York 

Holeproof Hosiery Co., Milwaukee 

Jell Well Dessert Co., Los Angeles 


Johnston, R. A. Co., Milwaukee 
Jung Arch Brace Co., Cincinnati 
Kayser, Julius, & Co., New York 


Kellogg Switchboard & Supply Co., Chicago 

Palmolive Co., Chicago 

Pepsodent Co., Chicago 

Quaker Oats Co., Chicago 

Rubens & Marble, Chicago 

Scientific Products Co., Chicago 

Selz-Schwab Co:, Chicago 

Southern Pacific Co., San Francisco 

Strom Ball Bearing Mfg. Co., Chicago 

Studebaker Corp., South Bend 

Todd Protectograph Co., Rochester 

Union Oil Company of California, Los Angeles 

West Disinfecting Co., New York 

Western Co., Chicago) , 
A gentleman on our staff was telling 


XxX 
The L&T ‘Team’ Is Ready for New Business 


_ Last week Mr. Lasker pointed out the value of the outside viewpoint an 
agency brings to bear and explained plans to merchandise the L&T cam- 
paign. In this instalment he reviews the competition and speaks emphatical- 
ly of the agency as an “intellectual machine” with individuals in it holding 


me the other day that in soliciting against 
J. Walter Thompson he found Thompson’s 
representative had made the statement 
that Lord & Thomas was a house that 
specialized in patent medicines. And if 
you wanted a good patent medicine house, 
you wanted Lord & Thomas. So I feel it 
utterly essential that all of us carry 
around all the advertisements of Lord & 
Thomas and that all of us get more in the 
spirit of all the accounts that we are do- 
ing in that way, rather than just working 
on our individual accounts, because I 
want to get this machine so that it works 
as one. 


® And that brings me back to the adver- 
tisements [we have prepared] and fin- 
ishes the announcements of the day. To 
get back to a machine that works as one, 
which means that we must go out with 
one common viewpoint, that when a man 
talks to Mr. Bishop of the Los Angeles 
office or to Mr. Hartman or Mr. Cole of 
the New York office or to Mr. Williams 
or Mr. Dodson, our newest babies in the 
Chicago office, he gets from them the 
identical fundamental viewpoint. For an 
advertising agency is a machine, the same 
as a factory. It is a human, intellectual 
machine, but it must be a machine... 

I saw an advertisement—the other two 
leading houses, I said, are Thompson and 
Ayer—I saw an advertisement of Thomp- 
son’s some time ago saying they had 65 
accounts. We have 36, putting in every- 
thing we can think of. Ayer & Son—l 
believe I saw a statement that they have 
about 900. Is that right? 


Memser: About 600 with their school 
accounts. 

Pres. LAsKer: How much business does 
Ayer do? 

Memeer: I don’t know the exact fig- 
ures: I think around $12,000,000. [Ayer 


actually billed $13,715,000 in 1924 and 


Advertising Age, November 24, 1952 


The Creative Man’s Corner... 
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taxes. 


It’s OVER HALF the price you pay! 
wend $4.27 for Up 854% since Repeal! ————— 
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Public Service-Limited 


We have no way of anticipating Starch, but we strongly suspect that this ad- 
vertisement for Licensed Beverage Industries will not wind up with the rating 
it deserves to have and, what is more important, the width of reading to bring 
about the tax reform in the liquor industry which it seeks to do. 

Even if it were “Starched up,” however, we still would bemoan the lack of 
compulsion to become interested which is inherent in the headline and illustra- 


If one goes to the trouble of reading the copy, one becomes madder and 
madder with each paragraph. But this incitement to write your congressman 
is not anticipated in either headline or copy. It cannot be argued that the head- 
line isn’t sufficiently clear—it is. In fact, it seems almost too cold and factual 


Consider these corollary facts which the copy brings out. A fifth of the ad- 
verage quality blended whisky should actually cost you about $1.69. But with 
federal, state and local taxes today, it actually costs you $4.27. 

On top of that, because increasing tax levies on distilled spirits have boosted 
the price so high, the bootlegger has again come into his own—and, in 1951, 
or last year, the number of illegal stills the authorities managed to seize had 
a capacity greater than the production of the entire legal distilling industry! 
When they operated at capacity, these stills cheated Uncle Sam out of $6,435,- 
000 a day—or $2,348,775,000 a year—in taxes. In other words, by increasing 
taxes on liquor to $10.50 per proof gallon, our government has not only de- 
prived itself of additional revenue, but undoubtedly has had to spend still 
more dollars to enforce the law against bootlegging. Which means still more 


This is one instance in which The Corner feels strongly that every effort 
should have been made to obtain the highest possible reader rating. The 
Corner also feels the public should have been told, in the advertisement, ex- 
actly what action it should take to save—not the distilling industry—but itself 
from such costly and wasteful stupidity. 


on Whiskey? 


oy mare 


$17,000,000 in 1925, making a profit of 
$541,000 in the latter year, or 3.2% of 
billings. ] 

Pres. Lasker: Around $12,000,000. Well, 
I should think as between Ayer and our- 
selves, we do more. We did last year al- 
most $14,000,000, and should this year 
pass that. But I think that year after 
year, Ayer and Thompson and ourselves 
do about the same, though at the present 
time I believe Thompson is doing the most. 

MemserR: About $22,000,000 this year, I 
believe. 

Pres. LASKER: Well, I don’t think they 
will do that much. 


Memeser: I got that from fairly good 
authority. It was over $19,000,000 last 
year. 


Pres. LASKER: But they have already 
begun the losing process; they have lost 
several. You know the losing process be- 
gins. I would have guessed them to be 
around $19,000,000. Let’s go by what we 
have done, not what we hope to do. Their 
hopes are like the hopes of some offices 
I ran. 

I put them down as $18,000,000 to $19,- 


000,000 last year. I thought they were do- 
ing about 50% more than we. I haven't 
the slightest desire to pass them for the 
sake of passing them, because what I 
have a desire to do is to give service in 
a way that brings results with the least 
strain and the greatest profit to the ad- 
vertiser and the least strain and the great- 
est profit to us, so that we may last and 
so the advertiser will stay, and in that 
way I haven’t the slightest doubt but 
that in time we will do all the business 
that we deserve to do and it may be more 
or less business than many others. 

I don’t want to compete with anyone 
on mere volume. I want to compete with 
every one on soundness. I want to feel 
really deeply that we are more sound 
than anyone else. I don’t want to feel 
that through sophistry; if I can’t feel it 
actually, I want to get out of business. 

Of course, it is the greatest asset that 
we have the volume we have. If we are 
capitalizing on hopes, I hope to do $15,- 
000,000 this year. Our business last month 
was about $1,200,000. We billed the month 
before $1,130,000. This month I should 
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Probably was. Ohio and Pennsylvania, with 
their combined population of some 20,000,000, 
have been mighty important markets for prac- 
tically any company you can think of. 


As a matter of fact, if a new island of that size 
and importance were going to pop up in full 
maturity off the tip of Cape Cod next week, 
most of us would have our sales manager and 
all the men we could muster camping in Boston 
right now .. . ready to fly, swim, or wade to this 
virgin market and stake out a claim for us 
among its product-hungry millions and its thou- 
sands of industrial plants. 


Yes sir, the stampede would make the Gold Rush 
of *49 look like a Sunday School picnic. No 
expense would be spared. A special advertising 
appropriation would be ready, and the people of 
“Ohisylvania” would soon become as product- 
conscious as the citizens of Manhattan. 


* * * 


= Was this a good 


market for you 
last year? 


Of course it won’t happen just that way—BUT 
—a market the size of Ohio and Pennsylvania 
(20,000,000 people) has been added to our econ- 


omy since 1942. 


and here’s the important point 


(ol itr , 


ou 
0 


A market just about that big will be added in 
the next ten years. To serve these millions, there 
will be thousands of new plants coming into 
existence, filled with new equipment, chewing up 
countless tons of materials and supplies. This 
new industrial giant will be managed largely by 
men who are not now wedded to any supplier. 


It’s a real opportunity, isn’t it? 


But time is short. The companies that are going 
to get the lion’s share of this new market are 
planning for it and working toward it now. 
That’s why a continuing long range advertising 
program is an important factor in alert company 
management. There is a much bigger job to be 
done right now...and too much at stake in 
the markets of tomorrow to ever take them 
for granted. 


™ PENTON company 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 
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imagine we will bill between $1,400,000 
and $1,500,000, because last month the 
New York office did comparatively little. 
The New York office itself will do this 
month about, I imagine, $125,000 more 
billing than last month and Chicago will 
do considerably more. 

As the result of the war and quantity 
production, advertising grew enormously 
in America and we didn’t push at all, we 
practically didn’t ask anyone to do busi- 
ness with us. Still we have this great 
business. 


s Now what will happen when we now 
start to go out and ask people to do busi- 
ness with us? I can’t understand how 
someone didn’t grow to $30,000,000 if we 
could stay at $13,000,000. It proves to me 
inherently the strength of our viewpoint 
and how deeply grounded we are. I am 
really surprised and shocked that some- 
one hasn't a larger volume. It just shows 
that when we go out we have to pass 
everyone, because we are so rightly 
grounded. We haven't invited anyone to 
do business with us. I know it thrilled me 
when I first came back from Washington, 
knowing that I hadn't gotten the organi- 
zation in shape to take on a greater num- 
ber of accounts, and wanting to keep up 
the quality of the service to those we have; 
that never was permitted to go down even 
in all the years I was gone, because our 
viewpoint was so rightly grounded that I 
could keep that going right even though 
was away, because right viewpoint and 
ight quality is always right and it doesn’t 
ke gymnastics to get it over. 
I know I was distressed when we got 
ew accounts, because we were not in a 
sition to take them on. We didn’t have 
r internal organization right in every 
ay. I want to say that yesterday I said 
mething I didn’t mean. I said that I 
dn’t think I was an executive. What I 
eant was a detail executive. I like to 
t men coordinated, but I haven’t the 
mperament to run the details and that 
what Mr. Sollitt supplied for me... 
We had to supply certain things to ex- 
nd our service and we had to divest 
rselves of certain men, able men maybe, 


troduced into the organization while I 
s away who I say didn’t have our 
»wpoint. Then we had to get certain 
n to put on this team, like a baseball 
m, who we thought could be brought 
) have our veiwpoint and could fill a 
rticular place. 


oa for one reason or another had been 


@ We had started the New York office 
and with the exception of Mr. O’Dea, 
whom I had sent there just a short time 
before, we had to let out everyone who 
was there. It had been started during my 
absence and we brought in all new men, 
but today in the New York office person- 
nel we have a fine functioning machine. 
We have clients that we managed to get 
together who have been with us for some 
time, and I don’t think any business is 
getting its clients closer to it than that 
business is. And I will say in passing we 
will bill there this month $168,000, and 
we will bill next month not quite as much 
perhaps, but right around there. Anyhow, 
that is pretty good. 


Now you must remember that Thomp- 
son, for instance, in working up that 
volume we were speaking of, does a $9,- 
000,000 business here in Chicago, where 
we did nothing in New York. Now wait 
and watch us get going in New York and 
see what business we will do. Ayer does 
a big business in New York. All our busi- 
ness has been done, save for about $2,- 
000,000 on the Coast, out of this office. 

Now you add on to last year, we did 
maybe $700,000 out of New York, say we 
did $13,000,000 without New York, you 
add what we are going to do in five years 
in New York, with our re-birth here, and 
you can measure for yourself whether you 
are in the land of advertising agency op- 
portunity when you are with Lord & 
Thomas, because we are just getting 
started. 

All this tired-out feeling I had from all 
the years of being in the agency business 
has left me because of the diversion I 
took on the outside, and the outside view- 
point that it gave me towards our own 
business has filled me with enthusiasm to 
be back on the job. I am here to try to 
bring this business forward right now 
the same as we brought it forward 20 
years ago, to start off again. 


# You can liken this institution to the 
Doctors Mayo at Rochester, Minnesota. 
You don’t find the doctors there having 
different viewpoints, different bases of 
diagnosis, different ways of looking after 
a patient. People in their own home town 
can go to very eminent doctors, but they 
come by the thousands to the Doctors 
Mayo. Why? Because the Doctors Mayo 
have worked out a professional system 
whereby even the greatest doctors in 
America come up there when something 
is wrong with themselves; and I want to 
tell you that within the last week two 
goodly sized advertising agents—it 
wouldn’t be fair to say their names—one 
from New York and one from Chicago— 
have spent several hours in my office 
asking me for advice and viewpoint in 
their business. I wouldn’t give their 
names. One of them, the New York agent, 
told me he did $4,000,000 billing last year. 

When I talk to these competitors... 
they ask me questions that show pretty 
clearly where they think is advertising 
headquarters. It is one of the greatest 
dividends I get out of the business, and 
I take more pleasure, I don’t mean more 
pride, but more pleasure, when someone 
else in our line comes to me that way 
than I do when I get a new account, And 
one of the greatest dividends I have out 
of my advertising work is all these men 
who have been here who are out suc- 
cessfully in business for themselves. 

Now, when a patient comes up to the 
Doctors Mayo very often Dr. Mayo never 
sees the patient, but they have developed 
a system based on experience that leads 
to the common sense way to handle these 
patients. A man comes in and it may be 
that ten or fifteen or twenty doctors ex- 
amine him, each one of them a specialist, 
and they find out the history of his body. 
And then, when all that is collated, it is 
always brought to one of the Doctors 
Mayo, who sits down with those who 
worked on it and interprets it. 


Next week: Mr. Lasker impresses on his staff the importance of know- 
ing advertising’s limitations as well as its force, illustrating his point with 
the story of one of his experiences with a client. 


Employe Communications... 


The Employe Publication Under Glass 


By Robert Newcomb and Marg Sammons 

The October issue of Fortune carries 
an article called “How to Play the House 
Organ.” It is a careful and intelligent ap- 
praisal of a field that cries out for un- 
derstanding, and is by far the best re- 
port on the subject in many years. Those 
who knew of the article’s coming prob- 
ably suspected that it would be, in keep- 


ing with other communications articles 
in Fortune, something of a vivisection. 
it is and it isn’t. 

The article is a highly constructive 
commentary on the failure of manage- 
ment to have put a plank under its com- 
munications years ago. It quotes the re- 
cent survey of the International Council 
of Industrial Editors to the effect that 


three-fourths of the industrial editors 
polled have been in the field less than 
five years, that 60% spend half or less 
of their time on the publication, that only 
one in six is a full-time editor. It con- 
tinues to quote the damning statistics, 
noting that two-thirds of the editors 
polled are under 40, and that less than a 
third have had previous news or feature- 
writing experience. And Fortune con- 
tinues to note that, for three out of five 
getting out the house organ is a one-man 
job, and that nearly three-quarters of 
them are paid less than $500 a month. 


s In the face of these depressing statistics, 
the reader of the Fortune article may be- 
gin to understand why the voice of man- 
agement—in communicating with its em- 
ployes and with the public—is as weak 
as it is. “It is not surprising,” the Fortune 
author suggests, “that one of the sharpest 
complaints of many editors—which they 
rarely mention outside their confidential 
conclaves—is that while management will 
spend big money on publishing and dis- 
tributing their handiwork (and bigger 
money on personnel and labor relations 
that the house organ is expected to pro- 
mote), management will not pay the sal- 
aries necessary to attract and hold good 
editors. As a result, the ambition of many 


Tips for the Production Man... 
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editors is to move ‘up’ to public relations 
or advertising.” 

The Fortune article seems destined to 
make a noise at the executive levels, 
where noise is needed. It suggests that 
the campaigns promoting the American 
Way of Life, generally speaking, have 
fallen flat. “Unfortunately,” the author 
remarks, “a great many managements 
began using the company publication as a 
pulpit from which they proclaimed in 
ponderous phrases the virtues of Free En- 
terprise. And their editors have con- 
tinued to hammer this new line with a 
barrage of news, stories and articles that 
are monotonously heavy with propaganda 
about the benefits of the American Way 
of Life.” The author suggests that the 
philosophy be applied at the local level, 
by the local hands. 


s Management has a great deal to learn 
about communicating with its own peo- 
ple, and possibly even more to unlearn. 
In the employe publication, management 
has a persuasive tool, as Fortune implies. 
There are few journals of influence in 
which a discussion of the employe publi- 
cation could more appropriately appear, 
and if the article does no more than to 
start a dozen managements thinking about 
the subject, it will have done much. 


Legibility in Luminous Tube Lighting 


By Kenneth B. Butler 

Earlier this year a well-illustrated and 
extremely informative brochure was is- 
sued by National Outdoor Advertising 
Bureau on the subject of luminous tube 
lighting in outdoor advertising. The report 
avoided technical discussions, but gives 
a clear picture of the importance of design 
in the performance and effectiveness of 
the display. 

Following are some of the highlights 
touching on the legibility of luminous 
tube signs: 

The message should be short. Luminous 
tube displays derive their advertising ef- 
fectiveness through impact rather than 
sustained interest. ‘ 

Lettering should be well spaced, have 
wide centers and be produced with nar- 
row strokes, At night the halation (edge- 
glow) of the tubes runs together, causing 
the copy to blur when improper lettering 
and spacing are employed. 

Copy and/or pictorial matter should be 
large enough to be easily read by the 
passing traffic. 

Multiple tubing does not increase the 
distance of legibility. The edge-glow 


caused by the tubes, which are placed 
close together in this type of unit, results 
in the letters fusing. 

Proper color combinations in painted 
portions of the design are important fac- 
tors in determining a sign’s effectiveness, 
Small lettering may become all but oblit- 
erated at a normal reading distance during 
daylight hours if an improper color com- 
bination is used. 

Types of letters commonly used are: 
flat, silhouette, raised and channel. 


= Painted lettering on the display should 
be nearly the same, in color, as the unlit 
tubing over the letter face. 

When outline tubing is employed on 
large letters, the tubing does not inter- 
fere with the painted portion of the de- 
sign and camouflaging is less important. 

The report points out that most of the 
large outdoor plants are equipped to han- 
dle luminous tube display production and 
their help and advice is available to ad- 
vertisers contemplating the use of this 
medium. The plant operator’s artist pre- 
pares designs from sketches supplied by 
the advertiser. 


Color Table for Luminous Tubes 


Coton — | Grass Tuse | FLUORESCENT ; Coton 
Dersicnation CoLorn Coatinc Not Burninc 

Clear Neon (red) | Neon clear none clear 
Clear Blue | Mercury-Argon clear none clear 
Ruby Neon Neon red none red 
Noviol Green Mercury-Argon yeliow none | yellow 
Midnite Blue Mercury-Argon blue } none | blue 
Warm White Mercury-Argon clear Warm White white 
Daylight (white) Mercury-Argon clear Daylight white 
3500 White Mercury-Argon clear 3500 White white 
4500 White Mercury-Argon clear 4500 White white 
Green Mercury-Argon clear Green white 
Blue Mercury-Argon clear Blue white 
Coral Neon clear Daylight white 
Amber-Gold Neon clear Green white 
Rose Pink Neon clear Blue white 
Deep Blue Mercury-Argon blue Blue blue 
Deep Green Mercury-Argon yellow Green yellow 
Yellow-Gold Mercury-Argon yellow Warm White yellow 
Deep Orange Neon yellow Warm White yellow 
Fluor Ruby Neon red Warm White red 


WIDE RANGE—The range of colors that can be produced is governed by the type of gas 


employed plus color of the glass tube, varied by various fluorescent coatings. 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ApvVERTISING OrFices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer Ferguson Walker Company « Chicago « Detroit e« Atlanta « LosAngeles + San Francisco 
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Salesense in Advertising... 


Congratulations, ‘Fortune, on Your 
Attack on Ad-iness 


By James D. Woolf 
Advertising Consultant 

The new 1953 Dodge, as described edi- 
torially in Time, issue of Oct. 27, cap- 
tured my interest. 

Dodge, reported the news item, had 
spent $65,000,000 to turn out the car. 
“Dodge has rounded 
off the old boxy body, 
while increasing seat- 
ing and window space 
and retaining the ‘hat- 
room’ that Chrysler 
Corp.’s Chairman K. 
T. Keller has always 
demanded. The new 
car has a spring sus- 
pension system to cut 
sway on curves, a 
shorter wheelbase for greater maneuver- 
ability and a new system to make steer- 
ing easier...The new engine, a smaller 
version of Chrysler’s ‘Firedome,’ has 140 
h.p. (v.103 h.p. in the old six-cylinder 


James D. Woolf 


ns will push the car up to around 


0 m.p.h.” 

® In my evening paper I read a publicity 
lease that described the new car with 

@gual restraint and a noticeable lack of 

the “ad-iness” language of advertising 
t Fortune says bores and confuses the 

a 

; 

@iAs | say, my interest was captured— 
tured, that is, until I read the current 
lor page, reproduced herewith, an- 
neing “The ACTION CAR for Active 
ericans.” 

alk about ad-iness! Tch, tch! Get a 


i of this: 
Power Packed Beauty.” 


*. active, on-the-go Americans...” 

SIt’s powered for action...” 

®It's styled for action...” 

®]t’s engineered for action...” 

® America’s Thrilling Action Car...” 

.. sleek, trim Beauty-Action Styling, 
4 distinctive Jet Air-Flow hood.” 

®. flash-action ‘Scat’ gear for safer 
paBsing.” 

PPacks more power punch per cubic 
men...” 

“ ..Thrill to a ‘Road-Test’ Ride.” 

Power packed...Beauty Action. ..Pow- 
er Punch...Flash Action...Thrilling Ac- 
tion.. .Possibly there may have been a 
time when the car buyer was thrilled by 
this style of power-packed ad-iness, but, 
if so, I suspect that that day has long 
since passed. It is hard for me to believe 
that the public has not developed almost 
total immunity -to the tired old cliches 
so profusely used by so many motor car 
copywriters. 


@ Not all current car advertising, how- 
ever, is power packed with punch. The 
current Ford color page, for example, 


completely eschews the old shop-worn 
stereotypes. The copy is couched in simple, 
everyday, conversational language, the 
tone is restrained, and there is a striking 
avoidance of tricky coined words. Two 
examples from the copy will suffice: 

“You don’t have to ‘baby’ a Ford—it 
‘babies’ you! The Automatic Ride Con- 
trol, for example, has a wonderful way of 
getting rid of bumps before they get to 
you—and you'll find that’s the best com- 
fort news in years! And when you round 
a curve you do it on the level. . .with less 
tilt and side sway! 


= “‘Tight-spot’ driving couldn’t be sim- 
pler than Fordomatic makes it. This new- 
est, most modern of all the ‘automatics’ 
gives you exactly the power you want 
when you want it because it does the 
shifting for you...and better than you 
could do by hand!” 


Announcing the 


New-4/ 46:3 Dodge 


me Ometoy Roe 
‘Wee Yow Sedge Genter and Theil eo “Bemd-Test” ide 


For years I have held that the nation’s 
advertising pages are freighted with poor 
writing. It is my considered opinion that 
at least half of our copy people can’t 
write for sour apples. And nobody seems 
to care! The importance of good writing 
is a subject given little or no attention at 
the conventions of our great advertising 
associations. Not one of the 31 speeches 
made at the June AFA convention dealt 
with the art of good writing in advertis- 
ing. The leading advertising journals, in- 
cluding this august journal, give the sub- 
ject scant attention. 

Since I have mentioned Time, let me 
say that, in my judgment, its editorial 
pages, considered purely on the basis of 
good writing, are miles ahead of its ad- 
vertising columns. 


Mail Order and Direct Mail Clinic... 


How to Get New Products Across 


By Whitt Northmore Shultz 

How does a company which is either 
selling by mail, or planning to, secure na- 
tional publicity for its products? 

That's a question I’m frequently asked 
during my consultations with heads of 
companies interested in telling potential 
buyers, through editorial columns, about 
their merchandise. 

National publicity on a product sup- 
posedly accomplishes these jobs: 

1. Creates product prestige and interest; 


drives shoppers into their favorite stores 
to buy the product featured; generates 
direct-by-mail sales 

2. Secures dealer inquiries and leads. 

3. Helps salesmen gain attention on the 
publicised product, thus making his selling 


job easier 


® Now, if you want just direct-to-con- 
sumer sales, product information should 
be sent to magazines and newspapers read 
by people who are trained to, and who 


like to, shop by mail. Readers of publica- 
tions like House Beautiful, House & Gar- 
den, Living for Young Homemakers, 
American Home, Better Homes & Gar- 
dens, Popular Mechanics, Today’s Woman, 
New York Times and Herald Tribune, and 
the Chicago Daily News are proved mail 
order buyers. 

On the other hand, if you want just 
dealer-type inquiries, media like Hard- 
ware Age, Gift & Art Buyer, Modern Sta- 
tioner and many others have editorial 
space created just to tell their readers 
about new products. 

Favorable product publicity can help to 
build a company almost over night. I 
heard of just such a case the other day. 

A talented wood craftsman developed, 
in his spare time, a new, easy-to-assemble 
shadow box for the home. He took his 
product to the advertising director of a 
well-known Chicago newspaper. The ad 
expert liked the new creation, thought it 
unusual, and he took it to the feature 
editors of the paper. 

They agreed the box had merit, news 
and feature value, and originality, and 
that it would be of interest and help to 
their readers. 

The newspaper featured the attractive 
box in a subsequent issue. Orders—nearly 
2,000 in ten days at about $2 each—poured 
into the mailbox of this woodworker. As 
a direct result of this publicity, and later 
promotions, this man now has an excel- 
lent sideline business, developed as a re- 
sult of good national publicity. 

Now, then, what are the steps you 
should take if you have a new or unusual 
product which you would like editorial- 
ized? 

1. Determine first the kind of person, or 
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business, who would be interested in you 
product. Home owner? Hobbyist? Hard- 
ware dealer? Stationer? Druggist? Who? 

2. Select the medium which appeals to 
the group where your product would sell. 

3. Have a good commercial photog- 
rapher take an action photo of your prod- 
uct showing it doing the jobs it does best. 

4. Write a brief description of your 
product, highlighting these points: new- 
ness—if it is new; unusual] features; size; 
weight; color; material it’s made of; func- 
tions; price; delivery information and 
guarantee. 

5. Send a carefully protected photo and 
neatly typed description of your product 
directly to the new products editor by first 
class mail. (If you can secure his or her 
complete name, so much the better.) 


a If your product press release is well 
done; if your product appeals to the edi- 
tor; and if the editor feels your product is 
of genuine interest to readers, your item 
will be featured in the new products de- 
partment, provided there is available 
space. 

When your product is to be featured, 
the editor, in most cases, sends you an 
editorial credit slip for your confirma- 
tion and signature. This authorizes the 
publication to write about your product. 
It also permits you to check the copy for 
accuracy, and notifies you when the edi- 
torial will appear. Editors request these 
written guarantees to make certain mer- 
chandise will be available and that it is 
guaranteed when their readers order. 

Strong, carefully-aimed national publi- 
city and advertisements in mail order 
media work as a team to build mail order 
sales. 


Looking at the Retail Ads 


By Clyde Bedell 

If you looked at this New Orleans ad 
in its original full page depth, you would 
read at a glance the words “Coats,” “slip,” 
“briefs” and “2-piecers.” But you would 
be wasting your time, as the advertiser 
has wasted space and opportunity—for 
the pictures said those words to you (per- 
haps excepting “2-piecers”) faster than 
the type could say them, and earlier. For 
we all read pictures before we read type. 

What a waste—after spending money 
for art to say certain things, to say the 
same things expensively all over again 
with the biggest type in the ad. 

It is wasteful of money, but—even 
worse—it is wasteful of opportunity. For 
the biggest type should be used to say 
the most agreeably interrupting specific 
thing about these coats to arrest the at- 
tention of relatively indifferent prospects. 

Usually that has to do with some bene- 
fit or service the merchandise renders 
the purchaser. 

It is strange that a store becomes 
tongue-tied in the very place in which 
above all others the store could profit- 
ably be eloquent. 

Eloquent? Yes—the good copywriter 
can be eloquent about girls’ coats and 
slips—about pie tins or fripperies—cos- 
metics or monkey wrenches. There is a 
certain eloquence about all truly good 
selling. Advertising needs it particularly, 
for without the merchandise in hand for 
examination, the reader must be led to 
“see, and feel, and ‘experience’ the mer- 
chandise” through the copywriter’s skill. 

A copywriter in a great store said to me 
recently: “I could be interesting if I had 
more interesting things to write about, 
Mr. Bedell.” 

My answer was: “All the things stores 
sell in volume that warrant advertising 
are useful to a great many people. They 
have relative importance to those peo- 
ple, so they must have interest for them. 
There are no uninteresting items. There 
are only uninteresting writers.” 

“You're a hard man, Bedell,” you say. 


Somebody had better be hard about 
selling in advertising. It’s hard to be in- 
teresting. That’s why most advertising 
is stupidly dull and uninspired. Response 
has been so easy to get with weak, wishy- 
washy copy for 12 inflation years that 
most of the bounce and liveliness and 
sparkle has gone out of advertising’s cre- 
ators. Their mental muscles have atro- 
phied. They can’t think and imagine. The 
bubble and sizzle and sting of their writ- 
ing has gone flat as last week’s White 
Rock. 

Advertising has come to be a space-fill- 
ing job in recent years. It used to be, at 
its best, a creative selling job. 
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UP AGAIN 


Grocery advertisers know a good market when they see 
it! That’s why Modern Romances shows a 47% gain in 
grocery store products advertising revenue for the first 
eight months of 1952. 


SRR Maes har 


Here are four good reasons why more and more advertisers 
in all fields are successfully selling young marrieds in 
Modern Romances: 


Piss 
caret asin aaa ae eg pee | oot ioe 
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a Modern Romances’ Audience—most concentrated market of 
& young homemakers there is. Median age 23, 75% married, 74% 
have children. 


“Happy Homemaking”—unique merchandising service takes 
news of advertisers’ products directly into homes of 500,000 
brides, sells them on these products. Now only a month old, 
and already an overwhelming success. 


“Modern Super-Marketing”—monthly newspaper that sells 
17,000 top super-markets on promoting the products of Modern 
Romances advertisers. Hailed by manufacturers and retailers 
alike as the best promotion to hit the grocery field in years. 


| Infants’ & Children’s Promotion — provides retail tie-ins, win- 
dows, local newspaper ads for advertisers’ products in leading 
| stores from coast to coast. 
; 


MODERN ROMANCES 


America’s Youngest Married Woman Audience 


| DELL PUBLISHING COMPANY, INC. +© 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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Advertising Age, November 24, 1952 


October Advertising Pages and Linage in Farm Publications 


Official Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Commercial Dis- Commercial Dis- 
play Excludi play Excluding 
Poultry, Classified ry, Classified 
. and Livestock, in and Livestock, in 
Total Advertising, In Pages. ———Total Advertising, In Lines ——_— Lines ——Total Advertising, In Pages——. ————Total Advertising, In Lines —_—. Lines 
Oct. Oct. Jan.-Oct. Jan.-Oct. Oct Oct -Oct. Jan.-Oct. —_Oct Oct. Oct. Oct. Jan.-Oct. Jan.-Oct. _Oct. .  dan.-Oct.  Jan.-Oct. —_Oct. Oct. 
1952 1951 1952 1951 1952 1951 1952 1951 19521951 1952 1951 1952 1951 1952 1951 1951 19521951 
j Oregon Farmer ..... 42.4 41.7 4289 3998 32,041 31,527 324,259 302, 29,564 
yom Reagenines 5 536 525.1 4916 38413 36,467 356.010 328,325 7,642 35,389 a Farmer ... 42.1 46.4 476.9 451.7 32,341 35,364 366.223 346,527 28,038 31,378 
Country Gentlema: 101.3 1245 857 961.7 68.887 84,667 582.693 653.963 67.579 83,048 | Prairie Farmer: 54 
Farm Jounal ......... 1205 113.3 9255 9114 47,387 48.626 397.025 391.081 46.546 47,466 Zinarna atin. #39 Baa 7996 7328 GLO CS wes ies BE Sih 
fF & Ranch—Southern Agriculturis - . t ‘ "D904 % 1 , 
“ZUpper South Edition 32.6 37.0 306.8 322.9 22.148 25,129 208.521 219.513 21,050 23,746 |p Averaee 2 Esitions .. 847 S41 7R41 738.3 61.662 61.224 370-799 337427 53.828 53.538 
ZLower South Edition 34.3 382 323.5 324.4 23,310 25, 220,023 220,620 22,130 «24,574 Rural New. Yorker : : 2 357076 31.823 31.663 
BSouthwest Edition 48.9 538 421.1 456.4 33.250 36.578 286 30] 308.777 31644 34.855 | Watlaces’ Former SeS 1012 B7SS «152 Taal FOsel e8e4a0 439186 G0ls26 62909 
‘ Average > Editions 38.6 43.0 350.5 367.9 26.236 29,205 238,281 249.637 24,941 27,725 Washington Farmer 419 417 436.9 393.3 11667 31.547 330.260 297. 344 655 
"“Zearolina-Va. Edition 113.2 94.6 926.9 770.9 76,965 64,346 630,264 524,208 75,246 62,339 Western Farm Life 307 «a6 «3809 «3086 aL3es 56107 67.302 LALAGS «24s al905 
wing : : . ; ‘ ‘ i ’ ‘ erdsmen Edition .. ‘ J . A 2 . ‘ 
#Ga.-Ala-Fla, Edition 113.7 100.0 942.2 613.0 77,336 67,979 640,721 552.736 75,496 66127 | wisconsin Agriculturist 681 66.7 626.4 555.7 $3,369 52.298 491.026 435,742 50,890 50,831 
Edition 105.8 94.7 895.6 768.3 71,956 64,362 609,025 522,444 70,470 62,663 Total Group .......1,315.5 1,303.6 12,403.2 11,639.11,004,705 996,973 9,459,419 8887022 816,653 815,915 
at Miss.-La.-Ark Not included in totals. §This edition also carries all linage appearing in Western Farm Life. 
Edition 105.6 95.7 907.9 781.7 71,821 085 617,434 531,522 70,174 63,360 
give Pale Hae Be Re Se Gee ce Rae See 
Average 5 Editions 10.4.. 9 y x ’ 64,156 7] . ‘ 
Sueseechd Parning 99.0 115.7 925.3 946.1 44.529 52.045 416.348 420,698 43.881 51.302 Farm Linage Trend Figures in Thousands 
Total Group 5i63 547.2 T5142 T4754 300518 317,023 2623312 2585,459 294.221 309,086 
Not included in totals ™ 
MAGAZINES MONTHLIES 
Monthlies 1952 1952 
nt. 189 203 1947 1818 3,710 3,969 38240 35612 3,710 3,969 | | OCT | 301 | oct. 
American Fruit Grower 12.2 123 268.2 263.9 5,280 5,322 115,799 113,971 5,199 5,212 2 52 ac — 
American Poultry Journal SEPT SEPT. 452 
oStenare tation 349 336 3398 360.4 962 14,417 145,861 154,523 13,149 12,085 | 
Midwest Edition 30.9 30.1 285.4 2978 13,240 12913 122,388 127.779 12,371 11/568 } 1951 
Pacific Edition 31.0 260 249.0 2561 13.297 11,140 106815 109.773 11.109 10,217 
Average 3 Editions 32.3 299 2915 3048 13.833 12.823 125.002 130,692 12210 11.290 | | gery OCT. ee 
Arkansas Farmer 153 161 1647 157.7 11530 12,138 124524 119,189 10.852 11/547 
Better Farming Methods 31.9 34.6 350.1 374.0 13.698 14.831 150.240 160 376 3.236 13.832 
Breeder's Gazette 44 2 1 6, , . . \ . 
SCalifornia Citrograh 24.2 241 2369 250.1 16.240 16.226 159,058 168126 16100 16.086 SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
*Culifornia Farm Bureau 1952 1952 
Be ug las igs sue ee Bes Bee see eas) 
lina Co-operator 90 110 1 6.9 ‘ ¥ i i ’ 4,620 : 
ttleman. The IS71 1475 1.2556 11294 66.010 61.950 527.380 474.420 19.628 2000 | | OCT. 11.005 __| ocr.[114__| ocr.[384 | 
Hectricity on the Farm 20.4 19.9 4.4 ‘ , i i 
er-Stockma 43.9 438 3857 3613 33,385 33.320 3,142 274.456 29.543 29.500 1.083 | A SEPT. 
horida Cattieman 78.6 60.0 585 485.4 33,030 25.179 245.915 203,820 16.072 18.903 SEPT. + SEPT. [ia 
jorida Grower 25.3 256 2087 1903 17.224 17.411 139.816 129.650 16.673 16.731 1951 1951 1951 
ranger 81 105 798 831 834 «113400 86.833 321 8,800 11,270 
tucky Farmer 224 241 248.1 231.4 17,542 18.921 184,776 181.453 16,094 16,599 team O97 Oct. OcT. Risy 
*Bichigan Farm News 21 17 27.72 235 5.027 4056 64, ‘691 5.027 4.016 
issouri Farmer 58 66 609 683 4012 5,026 43.311 51,282 3,380 4.249 
onal Live Stock 
- 17 10 860 928 5636 8073 62,667 67,654 5142 771| — 7 
~ Agriculture 76 96 688 780 3,405 4302 31,029 34, 3.405 4302 | Bi-Weeklies 
m eres Fam & gS 495 468.0 424.4 «21.844 22,308 210,714 191.088 15,528 16.586 | Arizona Farmer 76.0 96.9 790.3 690.1 57.461 73.223 597.432 521,687 54,948 69,835 
jo Farm Bureau News 10.1 9.3 1066 103.7 4534 4198 47.856 46.384 4,244 3,879 | California Farmer: , 
Northern Edition 57.1 524 5498 510.0 43,138 39594 6.040 385.470 38,757 37,113 
ee Coutteyeeen 35.6 (36.8 (3990.0 S541 15,272 15,791 167.275 151.367 =ULELL 11.686 | Se iiahern Edition |. S52 52.7 5509 517.3 41.666 39.864 411.634 391107 38.285 37/313 
Rang ss 4S 4105 4277 15,357 18.651 176117 183.490 12.853 16.009 ,olueraee 2 Eeitions 56.1 526 5504 513.7 42,401 39,729 413.655 388.289 39,020 37,213 
Central Edition 33.1 38.1 \ ‘ y I | 
Western Edition | 297 330 3096 3254 12759 14137 132818 139577 11.640 13.023 | News a? Oe SS ES OS USS SS USS 
verane 3 Editions 329 M2 362.4 «375.7 IATL 16.379 155.446 161.174 12,391 14,607 | __ Total Group. 151.0 173.2 14829 13355 113,683 130,279 1113908 1005365 106,389 122,598 
thern Farm & Home 8.0 9.0 84.1 79.4 7,959 8.985 89,694 120 6.739 7,695 Not included in totals. tTwo issues in October 1952: three issues in October 1951. 
hern Planter 28.5 35.0 2996 2899 19,987 24511 209,721 202.976 19.227 23.63: | 
key World 541 405 5126 474.0 23,218 17,378 219,904 203.555 14.206 12,545 All figures in the following groups were compiled by Advertising Age 
stern Dairy Journal 415 398 3868 3915 17.444 16,716 162,580 164558 9,604 10.248 | 
stern Livestock | . 
urnal 167.8 128.9 1,147.9 1,0028 70,511 54,166 482,342 421.353 18,925 18,662 | Weeklies 
— 42 1485 1589 10934 12.754 135 146.195 7 | Weekly Star Farmer 
tom eS SL ee Se eS eS | le te 34.3 44.7 239.0 285.0 84,409 110,223 582, 36 72,209 96,603 
otal Group 988.6 946.5 8.9765 8,561.5 490.869 480.584 4.529.912 4,554 434 329.424 351,46) | Missouri Edition 35.7 425 238.3 252.3 87.983 104.668 587.198 621.714 75.813 90,824 
tio August 1952 issue. [Eastern, Midwest and Pacific editions were designated as Eastern, Central and Western, respectively, | Okla.-Ark. Edition 32:7 409 219.7 238.1 80,494 100839 541,270 587, 69,854 88,8389 
w to October 1952. Not included in totals. §Changed from 760-line page to 688-line page in July 1952. 
wspaper Monthly Farm Sections | rel , 
q e vicago jatly rovers 
ee 1 i ee OR ORR ee ee oe Ee: ES HO 43.1 359.2 3248 99,259 91,773 758.757 690.980 35,051 31.796 
exas Ranch & Farm 19.2 206 207.0 195.7 20.202 21910 219.562 208.488 17/591 19,655 | K*Taie, CRY Daily Orcvers 585 444.7 390.4 132,250 124,388 946,530 330,818 56,370 55,432 
Total Group S19 542 5458 5094 Sa10l 56920 572,280 536658 49,946 “53,329 | Omaha Daily Journal 
thar ver page size (1,065 lines) in October 1951 Stockman 53.9 442.3 386.6 143.536 114,687 941,113 $22.772 64,589 46,659 
St. Lowis Daily Livestock ” 
Se mi-Monthlies Reporter... 30.55 279 2743 251.9 65,006 59,336 583735  $36.524 31,187 27,471 
American Agriculturist . 445 32.3 320.0 2995 32.369 23509 232,930 717,962 28,663 21,304 | —‘tal Group 206.7 185.4 1,520.5 1,353.7 440,051 390,154 5.256.155 2.851096 167.197 161,556 
*California Grange News 15.2 161 1047 1261 16.398 17,486 115.411 137.438 12.656 13,320 ’ 
Colorado Rancher & in 243.4 7 . fs Canadian 
tne REE ‘So WH SS 632 3 Base Se ae A Country Guide 494 48.6 4251 401.4 35,572 34,981 306,152 788,825 35.572 34,981 
< rmer 5 amily Herald Weekly Star: : i 
oi oe SRS «(Sas Sénd  ablees Glee | Sooted | Seeace « SaSae  SO88F |" Seastern Edition... 115.6 101.4 895.9 864.1 115,648 101.395 895.951 864071 82,810 77.865 
Hoard’s Dairyman 354 393 4058 3938 25.751 28607 295.459 286.560 19.050 21.499 Western Edition 97.5 14 748.0 731.4 97,536 81,429 747.924 731,469 74,036 65,606 
Idaho Farmer 443 440 443.7 418.3 33.455 3,294 335,342 316.308 31/132 31.220 P ree S a 1066.6 91.4 822.0 797.8 106,592 91,412 1.939 797,770 78,423 71,736 
*Indiana Farmer's Guide 31.5 31.6 297 256.7 24.698 24811 233.568 201.280 le, 18,795 Farmer's Advocate 
- - Canadian Countryman 52.8 56.0 451.4 396.1 36,973 39,213 316,034 277.245 27,043 27.773 
lly all as ue oid ats ain os mes (nm ne Mae Farmer's” Magazine 36.3 40.7 3224 3272 15577 28.497 168,113 2291997 15,448 27/243 
‘ ree ress rairve 
— sae ae Se ee ee Ae ee eee s+ 124.6 99.7 1,005.7 967.2. 134,573 107,726 1,104,097 1.065266 88,685 72,280 
Stockman 655 718 640.3 623.3 49,553 54,257 485,053 471.260 : 34,433 tWestern Producer .. 51.3 47.3 511.0 407.8 549) 50. 546,761 532,720 33,867 36,226 
Nebraska Farmer 931 991 7941 7486 70.373 74.933 600,464 565.869 52.417 57.377 Total Group 921.0 383.7 3537.6 3,297.5 384,205 352,424 3 259.076 3190923 279,034 270.240 
New Engiand Homestead 36.0 372 392.2 3892 25,181 26.003 275.066 272418 18,221 19,582 _ tFive issues in October 1952; four issues in October 1951. {Changed from 700-line page to 429-line page in April 1952. 
Ohio Farmer 592 57.9 601.6 544.7 45,492 44,492 462.134 418,360 39,993 38,872 Also discontinued classified advertising in same month. || Larger page size (1,100 lines) in October 1951. 


Adman Hawley’s Ist Novel Co-Published by' 
Houghton-Mifflin and New Ballantine Books 


18 


1s 


New York, Nov Latest ad- 
man-turned-novelist mustach- 
ioed Cameron Hawley, onetime di- 
recto’ of advertising and promo- 
tion for Armstrong Cork Co. anr 
“1945 Man of the Year” in indus- 
trial advertising, selected b: 
ladustrial Marketing 

Mr. Hawley has done a 344-paxe 
job on the top brass of a furniture 
manufacturing company in a book 
called “Executive Suite,” which 
one reviewer regards as “unique 
in American fiction.” | 

The Hawley volume is unusual 
in that Houghton-Mifflin Co. 
brought it out in a $3 hard-cover 
edition, and Ballantine Books, ¢ 
new company, has simultaneously 
published it in a 35¢ paper edition 


as 


has | 


e “Executive Suite” is No. | in an) 
initial list of four books Ballan- | 
tine is bringing out. The others | 


are “The Golden Spike” by Hal 
Ellson; “All My Enemies” by 
Stanley Baron, and “Saddle by 
Starlight” by Luke Short. “Ex- 
ecutive Suite’ and “Saddle by 
Starlight” are co-published by 
Ballantine and Mifflin, and the 
other two are published solely 
by Ballantine in both hard and 
paper covers. 

Ian Ballantine, who owns all 
the Ballantine Books stock, ex- 
plained that either method of pub- 
lishing will be followed by his 
house. In the case of co-publish- 
ing, Mifflin or Farrar, Straus & 
Young will be working with Bal- 
lantine, with both sides agreeing 


on “a profit arrangement satis- 
factory to each.” 
In effect, Mr. Ballantine will 


slice the price of the average hard- 
cover book, fiction or non-fiction, 
in half ($1.50), while keeping the 


ness men because the writers were 
outsiders who didn’t know “much 
about what goes on in executive 
offices or in executive heads.” 


paper-cover version at a compe- 
titive price level (35¢). He thinks 
he can work this by printing both 
versions at the same time with 
the sanie plates and page sizes. 
# But Mr. Hawley, he wrote, “is 
an insider’ who writes with au- 
thority. “ ‘Executive Suite’ is not 
a major work of enduring im- 
portance, but an immensely in- 
teresting exploration of one of the 
most representative aspects of 
American life. I believe that many 
business men who do not ordinar- 
ily read current fiction will read 
‘Executive Suite’ with relish and 
a delighted feeling of recognition.” 
in selecting Mr. Hawley as in- 
dustrial advertising’s “Man of the 


@ The hard-back books will retail 
through bookstores, and the others 
will be sold on 100,000 newsstands, 
in drugstores and other retail out- 
lets. International Distributors, a 
Hearst subsidiary, is distributing 
the books to newsstands. 

Mr. Ballantine is proud of the 
royalty arrangement he’s making 
with authors. He says that, where 
paper-book writers netted a 2.5% 
royalty before, he gives them 8%, 
and they keep all of it. Authors 


also get 10% from the hard-cover 


editions. 


As for Mr. Hawley's “Executive 
Suite.” the New York Times critic, 
Orville Prescott, and the editorial 


writer of the New 


York News 


were enthusiastic about the novel. 
Mr. Prescott said that there have 
been few good novels about busi- 


Year” in 1945, Industrial Market- 
ing said the advertising he turned 
out for Armstrong Cork was “ver- 
satile, aggressive, interesting, defi- 
nitely market-minded. Apparently 
each campaign is handled as an 
individual problem and worked out 
without too much regard for what’s 
happening in other markets. This 


is probably an expensive method, 
but it results in advertising that is 
consistently good.” 

In 1945, Armstrong got two of 
six advertising awards presented 
by the Associated Business Papers. 
Mr. Hawley retired from the com- 
pany after 25 years of service. 
Since his retirement he has writ- 
ten a number of stories for maga- 
zines. “Executive Suite” is his first 
book. 


Two Leave Beacon Studios 


Maurice M. Dempsey and Syd- 
ney C. Hahner have resigned as 
general manager and executive art 
director of Beacon Studios, New 
York. Future plans have not yet 
been announced. 


Spencer Appointed Ad Head 


Howard B. Spencer, formerly an 
account executive for WARM, 
Scranton, Pa., radio station, has 
been appointed advertising manag- 
er of Eureka Specialty Printing 
> Scranton, Pa., and Danville, 
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This Week in Washington... 


Everybody Ready with Ideas for Ike 


By Stanley Cohen 
Washington Editor | 
WASHINGTON, Nov. 
dent-elect Dwight Eisenhower is 
busy picking a cabinet, and has 
yet to get around to the job of de- 
ciding what his administration will 
do in domestic affairs. 

But here in Washington there is 
no shortage of individuals and or- 
ganizations ready to provide him 
with pre-fabricated legislative 
programs. 

There are, of course, the con- 
gressional leaders, and beyond 
them there are the trade associa- 
tions and farm groups. Maybe 
even the labor unions, though the 
unions are in a somewhat uncom- 
fortable situation these days. 

Among the business groups, 
taxes and controls are subjects of 
universal interest. Some associa- 
tions manfully insist that tax re- 
lief must wait until Ike has had a 


chance to cut federal spending. | 


Others feel the country should not 
have to wait until Jan. 1, 1954, 
when personal income taxes will 
normally go down. They think the 
new administration should . put 
through a “quickie” tax bill— 
something to advance the date of 
tax relief, probably to June 30, 
1953. 

Originally there was consider- 
able feeling that price controls 
would continue on a_ stand-by 
basis after April 1, in the safe 
hands of an Eisenhower adminis- 
tration. 

But now there seems to be a 
change of heart. Only this week, a 
friend of ours who has a hand in 
these things announced that his 
association wants controls en- 
tirely off the books. “Leaving the 
authority on the books might be 
too much of a temptation to the 
bureaucrats,” he explained. 

* * 

Some federal agencies will be 
in a stronger legislative position 
without their Fair Deal overseers. 
For example, the Food and Drug 
Administration is likely to ask 
Congress to tighten the labeling 
rules for foods, drugs and cos- 
metics which contain chemicals, 
hormones or other special ingredi- 
ents. 

Almost any move to increase the 
authority of Food and Drug rogred 
be beaten in the past merely by| 
pointing out that the agency oper- 
ates under the supervision of Oscar 
Ewing, who has been personified 
as “Mr. Sociaiized Medicine.” With 


| the 


interstate chairmanship 


to 
. | militantly dry Sen. Charles Tobey 
20—Presi-| (RN. H.). Moreover, Sen. Brien 


McMahon (D., Conn.), Sen. Ernest 
McFarland (D., Ariz.), Sen. Her- 
bert O’Conor (D., Md.), Sen. 
Owen Brewster (R., Me.) and 
Sen. James P. Kem (R., Mo.), 
| who were with the “wets,” will 
not be in the 83rd Congress. 

S. 244, which was beaten this 
year, was an innocuous bill, 


merely reaffirming that liquor ads 


should not be carried on radio or 
| TV. 

J 7 = 
National Production Authority 


1952 with a bit more newsprint in 
reserve than it had at the begin- 
ning of the year. On the basis of 
current estimates, totai available 
mewsprint suppiy for the year 
amounts to a bit over 6,000,000 


says the U. S. is coming out of | 


tons. Usage is estimated at 5,950,- 
000 tons. 

NPA is folding up its printing 
and publishing division. By the end 
of this week, the division had only 
nine employes. Some of these will 
eventually be transferred to a new 
forest products division which 
will have prining and publishing 
as one of its sidelines. Donald 
Shook, who has been deputy di- 
rector of the printing and publish- 
ing division, and who was formerly 
a key figure in the magazine trade 
association field, is joining Gen- 
eral Outdoor Advertising Dec. 1. 

e e e 

The Supreme Court has the 
briefs in two cases which will de- 
cide the legality of union feather- 
bedding rules in the newspaper 


and broadcasting industries. Argu- | 


ment will be held later this winter. 

The Nationa! Labor Relations 
Board has told the court that the 
“bogus type” provisions of con- 
tracts between International Ty- 
pographical Union members and 
newspaper publishers “are inciden- 
tal to over-all employment rela- 


tionships” and are legal, so long as 
the type is actually set—even 
though the publisher does not 
benefit from the work. The Ameri- 
can Newspaper Publishers Assn.’s 
brief contends publishers cannot be 
compelled to pay printers for dup- 
licating type which advertisers 
provide in mat form. 


The American Federation of 
Musicians, defending its right to 
require theaters to employ stand- 
by musicians, says the principle of 
collective bargaining would be 
violated if either side were pre- 
vented from asking for things 
which the other side does not 
want to give. 


42,00. tes. 
ecm ont 


Wew York 17, 521 Filth Ave., MU 17-7158 


Best Buy in Appliance Advertising 


New Pocket Size Monthly Digest 
es Tremendous 
istributors - Dealers - Salesmen 


A new smash hit in the trade paper field giving 
appliance distributors, dealers, salesmen the news 
they want—the way they want it 

rief, condensed— I ! 
tire appliance field geared to today's hurry-up read- 
ing habits. With pictures 

Everybody likes it! 
buy reaching appliance outlets today! Biggest na- 
tional circulation of all appliance trade papers 

Only a limited number of page 
accepted for each issue 


APPLIANGE DIGEST 


* 


boiled-down news of the en- 
It's the hottest advertising 


vertisements 


450 W. Fo:t St., Detroit 26, Mich. 
Chicage 3, 134 LaSalle St., FR 2.2093 


2. 


Oscar off its neck, Food and Drug! 
will certainly be in a better posi- 
tion to argue its legislative case 
on its merit. 
« e ” 
The liquor industry may get) 
some tax relief from the new) 
Congress, but it will also have 
some troubles over its advertising. | 
For the past several years, the 
industry has fought off legislation 
clamping down on liquor ads. Last 
year the Senate interstate com- 
merce committee bottled up a 
liquor advertising bill, 7-6, despite 
tremendous pressure from “dry” 
forces. 
Now, however, easy-going Sen. | 
Ed Johnson (D., Colo.) has lost 


| 
| 


Let’s Get the 
Picture Straight 
e++@ second way 


See next week’s issue 
of Advertising Age 


(ADVERTISEMENT) 


f. 


a booming 2,072,000. This means that... 


First 9 months of 1952 average 2.010.000! 


A.B.C. figures for the first half are a matter of record. Combined with the publisher's 
3rd quarter estimate they make REDBOOK’S more than 2 million circulation 


average a matter of significance to advertisers. Plus... 


More newsstand buyers at 35e 
than in 195! 


In August 1951 REDBOOK raised its newsstand price 40% —from 25¢ to 
35¢ per copy. In 1952... 
Newsstand sales on the August and September 1952 REDBOOK exceeded each of these 
35¢ issues in 1951. October 1952 newsstand sales will exceed those on the 35¢ 


October 1951 issue. 


71.2% of all Redbook newsstand 


buyers are Young Adults! 


REDBOOK’S latest survey points up the rosy-red vigor of its Young Adult readership. 


I. Biggest quarter in Redbook History! 


Publisher's estimate for the 3rd quarter of 1952 places REDBOOK’S circulation at 


This vital 18-to-35 age group represents 7 out of 10 of all REDBOOK newsstand 


buyers —at 35¢ per copy. 


Now more than ever—Redbook is 


THE mass medium for Young Adults! 


Fan 


THE VITAL YEARS JERR RCE 
RCE ts, : 


roung Adults | 


2,000,000 Circulation...More than 5,550,000 Readers 


A». 


THE VITAL MARKET 
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‘Two Distillers Join 
for U.S. Promotion 
of ‘Dominion Ten’ 


New York, Nov. 18—An Ameri- 
can and a Canadian distillery are 
combining in a dual enterprise 
near Quebec to market a new Ca- 
nadian whisky, Dominion Ten, in 
the U. S. 

Advertising plans of the firms, 
National Distillers Products Corp., 
New York, and Distillers Co. Ltd., 
Toronto, call for a large-space 
newspaper campaign to start this 
month and run through December. 

Two full-color pages will be run 
in The New Yorker before the end 
of the year and a list of trade 
publications will carry regular 
selling copy. Al] advertisements 

|are being prepared by Kudner 
| Agency, a National Distillers agen- 
cy. 


a Featured in the drive will be 
the theme “truly light.” The news- 
paper advertisements, of 1,000 and 

| 600 lines, will be run on what is 
described as a “regular basis” in 

| key cities throughout the country. 
| To enhance marketing, the 
| whisky is packaged in a “distinc- 
tive” fifth flask. Labels on the 
flasks are in full color with the 
whisky’s trade name superimposed 
| over a colorful map of Canada. 
National Distillers makes, among 
other whiskies, Old Taylor, Old 

Grand-Dad and Old Crow. Distil- 
lers Co. is affiliated with Scotch 

| whisky producers. 


@ First ‘Identifying 
Statement’ Ad Runs 
on Securities Issue 


| New York, Nov. 18—First use 
|of an “identifying statement” ad- 
vertisement featuring a _ tear-off 
|coupon for prospective buyers of 
a new securities issue has been 
made in 15 newspapers in the East. 

Eastman, Dillon & Co., as man- 
ager of an underwriting group 
which expects to offer a new issue 
of 70,000 shares of $50 par cumula- 
tive preferred stock of Suburban 
Propane Gas Corp., has released 
for publication the first ad of this 
type. Doremus & Co. is the agency. 

It marks the first case in which 
an investment banker has used 
lan “identifying statement” ad 
since the Securities and Exchange 
Commission put its liberalized 
| Rule 132 into effect Oct. 27 (AA, 
Nov. 3). 


tion to prospective investors to 
write in for a copy of the prospec- 


ing of the securities. The Suburban 


}on the market until Nov. 20. 

| An identifying statement ad en- 
ables investors to study the pro- 
|spectus and determine the merits 
sale. It also enables a securities 
dealer to gage 


| prohibited by SEC. 


Pollock to ‘Family Life’ 

Eleanor Pollock has been named 
editor of Macfadden Publications’ 
variety store magazine, 
Life. Miss Pollock formerly was 
managing editor of Charm, 


sue of Family Life will carry an 


in variety stores March 10. 


$ re 2g ORES al ——. K. te ged has pa 
a i reieas om active service wit 
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ALL BUSINESS IS LOCAL 2.7 

»* With JOURNAL- GAZETTE (Hi 147.4% not excluding dug icut General Life Insurance Co. 

Hartford. 


® Principal feature of an identi- | 
fying statement ad is an invita-| 
|tus in advance of the actual offer- 


| Propane issue is not slated to go} 


of an offering in advance of the | 
in advance the} 


probable market for an offering. | 
|Such advertising heretofore was | 


Family | 

editor | 
of Cue and woman’s editor of the| 
Philadelphia Record. The first is- | 


April date and will go on sale | 


Paynter Rejoins Insurance Co. | 


promotion department of Connect- | 


| EVERYONE'S 
GOING THROUGH 
THIS WRINGER 


Biclwn CAN te 
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The Savings Banks stow Yo Sie 


OUCHI—This ad opens a new series in 

70 newspapers in New York state which | 

the Savings Banks Assn. of New York will | 
run through Muir & Co. 


Illinois VFW Names Heiman 


Sheldon M. Heiman of Chicago | 
has been named to handle public 
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| | Lott Advertising Adds 12 


Accounts; Doubles Statf 

Lott Advertising, Santa Monica, 
Cal., has added 12 accounts in 60 
days. They are Colgra Superfilm 
Oil Co.; Ozonator Supercharger 
Mfg. Co.; Atlas Co.; Glis’n Prod- 
ucts; Grin Auto Products; Corn- 
waste Co.; Soapmiser Brush Co.; 
Tost-wich Mfg. Co.; Porter’s Baby- 
Savers Mfg. Co.; Safe-T-Seal Co.; 
ee Co., and Ker-Tent Mfg. 

oO. 

Edward Firestone, who appears 
regularly on “Dragnet,” “This Is 
Your FBI,” and other radio shows, 
has been named head of the Lott 
radio-television department. Don 
Minor, formerly associated with 
sports cars and automotive parts 
manufacturers, has been appointed 
account executive specializing in 


| automotive accounts. John Healey, 


the new art director, is the author 
of the syndicated features, “Would 
| You Believe It?” and “Vik and 
| Viki, the Viking Twins.” 


Vilas Joins New Monthly 


Andree Vilas, formerly manag- 
ing editor of Charm and Seven- 
teen, has been named editor of 
2 to 5, a monthly newsletter to be 
published by the Children’s Book 


relations and publicity by the Vet- | & Record of the Month Club, New 
erans of Foreign Wars of Illinois.| York, a new company which dis- 
He also will handle publication | | tributes 25¢ books and records for 


of “The Illinois VFW News.” 


' pre-school children. 
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| Be Chummier with 
| Salesmen, Neukom 
| Tells L. A. Admen 


Los ANGELES, Nov. 18—Admen 
|should do more fraternizing with 
the sales staff, according to John 
G. Neukom. 

Mr. Neukom, who is a partner 
in the management consulting or- 
ganization of McKinsey & Co., told 
ithe Advertising Club of Les An- 
geles that this is one way that ad- 

vertising can be made into a 
stronger selling tool. 

“The most effective sales or- 
ganization,” he said, “is one in 
| which the field sales group and the 
advertising group pull together as 
a team in close harness.” 

Frequently, Mr. Neukom said, 
top sales and advertising people 
do not have a sufficiently close 
working arrangement, and the co-| 
ordination of their activities is| 
scant. In addition, he contended, 
admen spend too little time in the 
field where product and customer 
meet. The latter goes for a good 
many sales managers, too, he said. 


w The tendency among admen is 
to fraternize with suppliers and | 
their counterparts rather than with 
sales personnel, he said. 

Recommending that budding ad- 
men spend more time in the field, 
Mr. Neukom also urged that they 
look into their competitors’ prod- 
ucts to learn why they are pre- 
ferred by some consumers. Ad- 
vertising men, he added, should 
think and talk in the terminology 
of volume and profits. “Volume, 
margins, distributive and competi- 
tive position is the primary lan- 
guage,” he said. 

In selling the ad budget to man- 
agement, Mr. Neukom said that 
|admen need to be more courageous. 

An ad budget should be drawn up 

_ the basis of the size of the job 
to be done, he said, and then pre- 
sented to management in that 
light, rather than with the thought 
| of how much can be sold to man- 
agement. 


| 


ABC Gets 12 New Members 


The Auait Bureau of Circula- 
| tions, Chicago, has acquired New 
| England Mutual Life Insurance 
Co., Boston, as an advertising 
|member. New newspaper mem- 
| bers are the Democrat, Bedford, 
Va., (weekly); La Voix de L’Est, 
|Granby, Quebec (evening); 
L’ Echo D’ Abitibi-Ouest, La 
Sarre, Que (weekly); L’ Echo 
D’ Amos, Val D’or, Que. (weekly) ; 
the McDuffie Progress, Thomson, 
|For (weekly); Playground News, 
Fort Walton, Fla. (weekly); Town 
| of Mount Royal Weekly Post, 
Montreal, and the Daily Tribune, 
Wisconsin Rapids, Wis. (evening). 
Also joining are Popular Garden- 
ing, Albany, N.Y. (magazine), and 
|Agricultural Chemicals, New 
| York, and the Financial Times, 
Montreal (business publications). 


| 


|Colwell Press Names Kelley 


Lawrence E. (Larry) Kelley has 
| been appointed advertising man- 
ager of the Colwell Press and affil- 
iated companies, Minneapolis. Mr. 
Kelley formerly was an account 
executive for West-Marquis, Los 
| Angeles agency, and prior to that 
|was promotion manager for the} 
Los Angeles Herald-Express and 
| the Minneapolis Times. In his new 
| post he will be in charge of adver- 
tising and sales promotion for Col- 
well Litho Products Inc. and the 
Colwell color card division, in ad- 
| dition to the Colwell Press. 


Two Name Scott Associates 


The Dodge Dealers Assn. of! 
Greater Kansas City has named} 
P. T. Scott Associates, Kansas City, 
to handle its advertising for 1952- 
53. The agency has been appointed 
|also by Victor’s Twin Oaks Coif- 
| fures, to handle advertising and 
| merchandising for its new, as yet 
unnamed, shampoo. The product 
will be introduced on a regional 
test basis, centered in a tri-state 
midwestern area. A mail campaign | 
will be conducted in Kansas City. 
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HOUSEPAR™ 


“f mah e tik Around the Caribbeo 


- REVIEW > fi 


WHOS NEXT?—Successor to Hathaway's 
man with the eye-patch and bald Yul Bryn- 

ner for Alfred shirts is the Man with the READY FOR ANYTHING—Before a contingent of admen took off (via Resort Air- 
lines) for the Caribbean to gather scenic material for Catalina Inc.’s summer cam- 
poign, this trio of models staged a breakfast fashion show wearing swimsuits needed 
for the tropics and furs needed for New York. David S. Hillman Inc. is the agency. 


Cast. who will appear in pre-Christmas mag- 
azine ads for Cisco Inc. shirts. Daniel & 
Charles is the agency for Cisco. 


YOUNGEST ADWOMAN-—Some time back, third-grader Ann Loeb of Ottawa, Iil., 
‘ote such a good theme about the telephone that her father sent it to Illinois Bell 
lephone Co. The company liked it, had Ann illustrote it and used it in an ad. 
at's how come nine-year-old Ann last week became the youngest person ever to 

@ merit award in the annual Art Directors Club of Chicago ad exhibit. Here 
receives her award from model Jo Hoppe. Looking on is Orville Sheldon, Foote, 
Cone & Belding art director and general chairman of the art exhibit committee. 


SHOW-STEALER—Bob Fliskin (second from left), senior art direc- of Cleveland in both and busi poper classifico- 
tor of Anderson & Cairns, grins as an exhibit of prize-winning tions. Other A&C executives shown are John F. MacKay, copy 
ads of Dobeckmun Co. opened in the agency's office. The ads chief; Otto Prochazka, creative director; Julia Morse, fashion 
carried off 13 awards at a competition of the Art Directors Club director, and John A. Cairns, president. 


NOW YOU SEE IT—William K. Beard Jr. (seated), president of Associated Business 
Publications, and Thomas B. Haire, publisher of Cosmetics & Toiletries, examine the 
November issue of C&T—first magazine ever to go through the mails protected ; 

by an “invisible” envelope. The transparent plastic envelope allowed postal KILLING TWO BIRDS WITH ONE STONE—Being admired here Brown & Williamson Tobacco Corp. as a point of sale display 


employes to read oddress labels affixed to the magozine itself. Several months is a picture which served a double function. First, it was used as for its Sir Walter Raleigh pipe tobacco. The admirers here are 
ago Cosmetics & Toiletries printed an issue with perfumed ink to dramatize a a front cover for the November Hunting & Fishing. Second, the James Witherell, Russel M. Seeds Co. account executive, and— 
fragrance feature. picture of the pipe-smoking pheasant hunter is being used by with pipe in mouth—L. F. McClure, publisher of Hunting & Fishing 


: ADMAN TEACHES TEACHERS—Olmsted & Foley, Minneapolis agency, was host to 
ESKY PARTY—As representatives of the shoe industry assembled in M. F. Maher, director of advertising, Florsheim Shoe Co.; Her- 40 high school teachers who wanted to learn about advertising as a business. Here 
Chicago for their annual conclave, Esquire threw a Shoe Fair man Stock, western ad manager for Esquire; Les Hafemeister, Word H. Olmsted (left), senior partner, shows a proof of a newspaper ad to Bertold 
party which attracted (left to right) Robert Shaffer, sales and director of advertising, Weyenberg Shoe Co., and Al Johnson, Jonas ond Iriving Etzkorn, visiting teachers from Germany who went along with the 
merchandising manager for men’s shoes, International Shoe Co.; Minneapolis teachers for the tour of the agency. 


advertising director of International Shoe. 
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A great supermarket chain in Houston if 
... saving millions a year for the canny \ i 
food shoppers in the fastest-growing j V4 
metropolis ef America. Doing a vol- 


ume in the multi-millions. 
HENKE-PILLOT says: “SUPER-MAR- 
KET NEWS is far and away the best busi- 


ness paper in our field—the most complete 


and fastest service we get.” 


We print more food news faster because we 
have more facilities and men than any other { 4 


paper in the food field . . . we have more 


branch offices, more correspondents, two way De 


wire services and giant presses that vie with f 


the top metropolitan dailies in this country. b 


That is why so many top executives in super- 
markets write: “We read only the SUPERMAR- 
KET NEWS because we are so pressed for time.” 
Your ad belongs in SUPERMARKET NEWS— 


because it gets to your publie faster, and is cer- 


tainly read more intensively. 


Advertising forms close Thursday. Last minute 
news printed and mailed Saturday. Your ad is al- 
ways news in SUPERMARKET NEWS. 


The Only Real Newspaper In The Supermarket Industry 


| Supermarket News 


A Fairchild Publication ¢ 7 E. 12th St., New York 3, VN. Y. 
“Our Salvation Depends Upon Our Printing The News.” 


WOMEN'S WEAR DAILY 
DAILY NEWS RECORD 
RETAILING DAILY 
FOOTWEAR NEWS 
MEN’S WEAR 
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Asks Some Questions About 
Those ‘Promotional Crutches’ 
To the Editor: Re: the state- 
ments made by Lucille Goold of 
Hewitt, Ogilvy, Benson & Mather 
at the Ohio State U. Advertising 
Conference (as quoted in ADVER- 
TISING AGE, Oct. 27, Page 27) on 
“gimmicks” in retail advertising— 
here again is a case of talking out 
of both sides of one’s agency at the 
same time. Mrs. Goold’s point is 
well taken, although her defense 
of the Hathaway eye-patch gim- 
mick sounds as if she and the 
agency were more than mildly sur- 
prised at the response the cam- 


paign wrought 
I do agree with her premise that 
retail advertising should realize 


that the customer's first interest 
is in the merchandise and that 


sa cos T LY 
- DUPLICATION 
| HOMES 


To build and main- 
tain the buying loy- 
alty of hundreds of 
of Akron- 
ites, you need only 
place your selling 
messages in Akron’s 
only daily newspaper. 

Its home coverage 
is phenomenal. 


thousands 


John S. Knight, Publisher 
Story, Brooks G Finley 
Nat. Rep. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


copy should be simple, believable 
and factual. If more advertisers 
would stop underrating their cus- 
tomers and talk sense interestingly, 
the universal suspicion and aver- 
sion that customers have of ad- 
vertising would be greatly mini- 
mized. 

But—now look at Page 74, same 
issue of ADVERTISING AGE, and 
David Ogilvy’s words on the new 
Hathaway approach—the girl with 
the cigar. 

Mr. Ogilvy says the girl in the 
Hathaway shirt may well start a 
revival of cigar smoking among 
women of distinction (sic!). “It 
could save the cigar industry,” he 
says. 


If Mr. Ogilvy’s statements and| 


reasoning isn’t a gimmick (which, 
as Mrs. Goold says, is a promotion- 
al crutch which makes copywriters 
soft and that advertisers should 
concentrate less on gimmicks and 
more on selling merchandise), 
then I don’t know a gimmick from 
a device for selling barbers’ sup- 
plies with a nude Marilyn Monroe 
calendar. 

Question: What has a revival of 
cigar smoking among women of— 
no, I can’t write that word again— 
to do with selling a fine quality 
shirt? 

Question: Does Macy’s tell Gim- 
bel’s and/or does Mrs. Goold tell 
Mr. Ogilvy? 

Question: Who's on first? 

BERNARD M. RACUSEN, 
New York. 
oo o * 
Airs His Views in Open 
Letter on Political Selling 

To the Editor: This is an open 
letter to my good friend, Jim Mar- 
tin, in reply to his letter published 
in your good paper Oct. 20, 1952. 

As you suggested, Jim, you stuck 
your neck way out. You had the 
right analysis of “political selling,” 
nevertheless. In fact, I believe the 
same thing happened on Nov. 4 
that happened in the 1932 cam- 
paign which you so eloquently de- 
scribed as “one in which Jim Far- 
ley sold the United States against 
Hoover and what he stood for.” 
In this case, the voters smelled the 
spoiled merchandise right through 


the attractive package offered by 
the Democrats. Two kinds of peo- 
ple voted against their candidate 
for two different reasons. One 
kind voted against federal controls 
contrasted to states’ rights and the 
other kind voted primarily against 
corruption, both political and fi- 
nancial. Both of these groups, in 
addition to large numbers of inde- 
pendents, voted against democratic 
socialism which grew to full flower 
after Jim Farley was rebuked by 
his party. 

Your admonition, Jim, should 
have been directed to the Demo- 
crats instead of to the Republi- 
cans. Now, rather than before the 
election, is the time for the Re- 
publicans to listen to your words 
of wisdom. If they once forget 
the reasons listed here fdr their 
victory, they will find that Ameri- 
can voters will again speak out 
against them as loudly as they 
did once before against Hoover 
and against the Democrats last 
Tuesday. 

H. Ex.iis Saxton, 

The Saxton Agency, Milwau- 

kee. 


7 e + 
Coupons to Aid Students’ 
Knowledge of Trade Press 

To the Editor: Some months 
ago, working with Dr. R. Floyd 
Cromwell, late supervisor of high 
school instruction, Maryland, I 
prepared and had published in the 
United States a book entitled “Ex- 
ploring Occupations.” This book 
was for use chiefly with students 
studying occupations in schools 
operating a vocational guidance 
program. In the above book, the 
suggestion was made that a good 
deal of up-to-date occupational 
and industrial information might 
be obtained from trade magazines 
and professional journals. A few 
of these publications were listed in 
the bibliography which followed 
the various chapters, each of which 
dealt with a different family of 
Occupations. 

The book “Exploring Occupa- 
tions” is now being revised and 
enlarged. I feel that students 
thinking about and planning to- 
ward some future career should 


success of 


COLLINS, ‘ 
MILLER @ ba 
HUTCHINGS, INC. ” 


207 NORTH MICHIGAN AVENUE 


as well as quantity . . 


* CHICAGO 1 


Prarie intat Phatetugtaving P lant 


ompetition of quality... 


. is funda- 


mental to success in advertising. 


At C. M. & H. we contribute to the 


many national advertising 


programs the indispensable factor | 


te of fine photoengraving. 
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|become acquainted with some of 
the better magazines related to the 
career under consideration. I think 
it would be all to the good if the 
student could become acquainted 
with some of these publications 
fairly early in his school course. 
Most trade magazines and profes- 
sional journals are not readily 
available at newsstands and so 
many students just do not know 
of their existence. In the revised, 
enlarged edition of “Exploring Oc- 
cupations” I intend to include after 
each chapter a limited number of 
ceupons each representing one 
high grade magazine or profes- 
sional journal having to do with 
the occupation or occupations con- 
sidered in a particular chapter. The 
interested student may, by filling 
in a coupon and mailing it to the 
publisher of the magazine con- 
cerned, receive free of charge a 
get-acquainted copy of a recent 
issue. 

Publishers invited to participate 
will not, of course, be charged 
anything at all for coupon space in 
the book or, if you like, for indirect 
advertising thus provided. All that 
is required is an undertaking to 
send free of charge one copy of a 
recent issue to any student mailing 
in a completed coupon to the pub- 
lisher of the magazine represented 
by the coupon. 

M. D. PARMENTER, 

Director, Vocational Guidance 

Centre, Ontario College of 

Education, Toronto. 


Questions Druggists’ Share 
of Calendar Distribution 

To the Editor: Having just come 
back from Korea where I was in 
psychological warfare, I’m prob- 
ably prone to look at everything I 
read as propaganda but, in read- 
ing your article of Nov. 3, on “One- 
fifth of all calendars come from 
druggists,” I am sure of it not only 
being propaganda, but false prop- 
aganda to boot. I’m not sure who 
Home Makers Guild of America 
is trying to fool, my guess is their 
client Plough Inc. 

Having sold calendar advertising 
for several years before being 
drafted, I know that the druggist 
is one of the poorest distributors 
of calendars. 

Though the drug industry does 
distribute many calendars to the 
homes for the drug stores, as a 
rule they are of such poor quality 
that for the most part they are dis- 
earded in favor of calendars of 
better quality from some other in- 
dustry. 

Leon LEDIN, 

Representative, Louis F. Dow 

Co., Western Division Sales 

Office, San Francisco. 

* ° e 


The Creative Man Is Due 
for an Awakening—Painless 
To the Editor: As a regular 
reader of ADVERTISING AGE, I was 
particularly interested recently 
in the Creative Man’s comments 
|on a Westclox ad featuring Moon- 
| beam electric alarm. 
| We have had a rather difficult 
| problem of education as well as 
| selling the function of this unique 
|alarm in printed media. It was 
| gratifying to receive recognition 


from a professional as it indicates 
we are on the right track and 
headed in the right direction. 

After two years of personal ex- 
perience, I can say without reser- 
vation that Moonbeam makes 
awakening in the morning just 
about as painless as it can be. Un- 
der separate cover I am sending 
you a Moonbeam for the Creative 
Man so that he, too, may have a 
pleasant call these winter morn- 
ings. 

Ray MEE, 

Advertising Manager, West- 

clox Division of General Time 

Corp., La Salle, Ill. 

Other readers have suggested 
that The Creative Man ought to 
wake up, and a few have indicated 
a willingness to help the process 
along with a rough shaking. We'll 
see that he gets the Moonbeam. 


Bulletin Tells the Outcome 

To the Editor: I thought the at- 
tached picture, taken the morning 
after election in Boston, might be 
of some interest to your readers. 


NNEDY 


ma senator 


The new message, “One out of 
three,” is symbolic of the results 
of the vote in Massachusetts, Ken- 
nedy being the only Democratic 
winner. 

Rosert S. FARRINGTON, 

Batten, Barton, Durstine & Os- 

born, Boston. 

. 7 + 


Self-Service Interests 

Canadian Druggists 
To the Editor: There was an 

interesting feature article on Page 

79 of your publication of Nov. 3 

under the heading “Agency’s Mer- 

chandising Tests in Self-Service 

Drug Store Provide Tips for Man- 

ufacturers.” 

It so happens that there is con- 
siderable talk in the Canadian re- 
tail drug trade at this time about 
self-service and we wondered if 
you would give us permission to 
reproduce this article in Drug 
| Merchandising, in whole or part, 
with full credit to ADVERTISING 
AGE? If so, would it be possible to 
|borrow the photographs used to 
| illustrate the article, and also ob- 
| tain an extra copy of the issue for 
pasting up? 

K. P. JOHNSTON, 
Editor, Drug Merchandising, 
Toronto, Can. 

e e * 
Yuengling’s Record Longest, 
Brewer's Agency Says 

To the Editor: On Page 8 in 
your issue of Sept. 29 in an article 
for Schaefer beer, the writer there- 
of states: 

“It is the only brewery in Amer- 
ica which has been continuously 


Many years before you be- 
came a “word merchant”, a 
Wagners printing press was 
rolling. About 74 years ago 
the first job was delivered to 
our first customer. 


Fortunately, we have escaped 
the hazard of going to seed. 
Rather, Wagners have con- 
sistently led with every im- 
provement in the art of 
printing. 


Wagners original slogan, 


Fred Cumblad 


Admen from Davenport to Ottumwa to Ft. Madison 


“Where There’s Pride in 
Printing” set a standard that 


four generations of crafts- 
men have faithfully main- 
tained. 


WAGNERS, painters 


Davenport, lowa 
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owned and operated throughout its 
110 years of existence by the 
same family.” 

This is a misstatement of facts. 
It would seem to me that your 
writers would secure “facts” be- 
fore printing such statements. This 
would be readily obtainable in 
checking through the brewery in- 
dustry records. 


Fact is, our client, D. G. Yueng- | 


ling & Son Inc., of Pottsville, Pa., 
is the oldest brewery in America 
continuously owned and operated 
by the same family for 123 years, 
since 1829. While it is not a large 
brewery, yet its advertising has 
been emphasizing this point for | 
some time in markets where its 
product is distributed. . 
JouN P. WEIDENHAMER, 
John P. Weidenhamer & As- 
sociates, Harrisburg, Pa. 


Omaha Club Scholarships 
Go to Local Ad Students 

To the Editor: We thought you 
might be interested in the program 
that the Omaha Advertising Club 
is carrying on to further good ad- 
vertising in this area. 

It consists of several activities 
to which members give their time 
and facilities free of charge, from 
composing and cutting records pro- 
moting democracy and telling of 
the dangers of communism, to 
handling all the publicity for the 
Community Chest and _ other 
worthy organizations. 

The enclosed photo illustrates 
another activity of which we are 
especially proud; it shows our 
president, Harold Soderlund (left), 
presenting the club’s annual two- 


hundred dollar scholarship awards 
to the local advertising students 
judged most deserving. This year’s 
awards went to Howard Olson 
(center), of the University of 
Omaha, and Joseph Courtney, of 
Creighton University. 

I know all the Ad Club members 
here in Omaha would be mighty 
pleased if ADVERTISING AGE could 
find a little space to mention their 
efforts. At any rate, keep up your 
fine coverage of the country’s ad- 
vertising news...we enjoy it very 
much. 

Tep REcTorR, 

Allen & Reynolds Advertising 

Agency, Omaha, Neb. 


Appetite Whetted for More 
Sectional Market Studies 

To the Editor: Congratulations 
on the fine report on the western 
states. You have now whetted our 
appetite and we are wondering 
whether you are going to give the 
same treatment to other sections 
of the country and if so, when. 

Paut L. PoHLE, 
Director of Market Research, 


Jos. Schlitz Brewing Co., Mil- 
waukee. 
It is too early to announce defi- | 
nite plans. 
* * e | 


Burned Up About Smoke Copy 

To the Editor: How stupid do 
the cigaret advertisers think the 
smoker can get? 

Pall Mall tries to prove by dia- 
gram that the greater length filters 
the smoke further and makes the 
smoke milder. 

Even the dumbest smoker can 
see that if he spots the Pall Mall 
three or four puffs before he lights | 
up his own cigaret, they will both! 


— =, 


be filtering the smoke the same, a more balanced outlook concern- 
distance! ing the various approaches to writ- 
A filter-holder at the end of the ing the copy that will be included 
regular size cigaret will “travel in all advertisements. 
the smoke further.” In view of the foregoing, I wish 
L. W. GoLpBERG, to thank Mr. Woolf for providing 
Advertising Manager, The J. me with this enlightening informa- 
R. Watkins Co., Winona, Minn. tion. It has already proved itself 


e 7 ‘ useful to me. 
Thanks Woolf for New Slant 
To the Editor: It has just + 
my pleasure to read James 
Woolf’s brilliant article pa 
“About Insurance Advertising: 
Are Oblique Campaigns Justi- 
fied?” as it appeared in the Sept 


CHARLEs L. JouiE, 
Notre Dame, Ind. 


Applies for FM Permit 

WAPO Broadcasting Service 
Inc., Chattanooga, has filed an ap- 
_| plication ggg ae 
: munications ommission for a 
29 issue of ADVERTISING AGE. construction permit for a frequen- 

As a student of advertising, I) ¢y modulation broadcasting sta- 
had the opinion that it was always tion. The request is for a station 
the job of the advertisement to in- operating on a wave length of 99.1 
terest the prospective customer. megacycles with an effective radi- 
Then I read this article and re- ated power of 59.52 kilowatts, or | 
alized that some people are al-| 59,520 watts. 
ready interested and that the ad- 
vertiser’s job consists in reaching 
these interested groups of indi- 
viduals. 

Mr. Woolf’s article was extreme- — - ys = ge ge porn 


ly well written and his thesis was| Mr. Cecka formerly was company 
readily comprehended. It gave me' sales manager. 


|S. Howes Co. Promotes Cecka 
S. Howes Co., Silver Creek, N.Y., 
j}manufacturer of milling equip- 
J 


oy hiss 


Joins Jordon Refrigerator Promotes Robert Sweeney 


Robert Bamberger, previously Robert S. Sweeney has been pro- 
account executive with J. M. Korn | moted to v.p. and general man- 
& Co., Philadelphia, has been | ager of Watson-Stillman Co., the 
named advertising manager of hydraulic press division of H. K. 
Jordon Refrigerator Co., Philadel- Porter Co., Roselle, N. J. He will 
phia. Mr. Bamberger will be in| be in charge of all manufacturing 
charge of all promotion activities | and sales activities for the division. 
for the new Jordon upright freez- | He joined Watson-Stillman in 1944 
er. Harry Gordon has been named | as controller and until his present 
assistant advertising manager. The | promotion has been v.p. and treas- 
Korn agency has the account. urer. 


Promotes F. J. Ellebrecht 

Carborundum Co., Niagara Falls, 
N. Y., manufacturer of abrasive The "Ump ha/ 
and refractory products, has 4 
moted F. J. Ellebrecht to manager bY is not nl 
of the central merchandising sales | when Walk typeskills your ad! 
zone covering New York, Buffalo,| ,,, moseex t's THERE whether you spend 
Cleveland and Detroit district ter- | 4-6134 Me aline or $14.00. Free proof. 


ritories. Mr. Ellebrecht has bem) ADVERTI 
with the company for 27 years. JAY PWALK pry dill, Abels ey ty 
WRire 


LIBEL 
SLANDER 
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are all exposed daily to claims for LIBEL, 

SLANDER, Invasion of Privacy, Viola- 
tion of copyright. 

INSURE THIS HAZFRD! 

Our unique policy is adequate and 

amazingly inexpensive. Experience 

proves — 
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Insurance Exchange” 
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Heres a dynamic new paper designed to 
do an essential selling job for every manufac- 
turer marketing products through industrial 
supply distributors! 

Edited for distributor salesmen, executives 
and buyers—NATIONAL DistriBuTION gives you 
coverage of the group that sells production and 
maintenance equipment, tools and supplies to 
manufacturing plants, mines, quarries, oil 
fields, railroads, utilities and other service in- 
dustries. Guaranteed circulation 17,500 copies 
monthly. 

For the same reasons that other successful 
manufacturers and their agencies are planning 
now to use NATIONAL DistriBuTION, you too, 
can have this EXTRA SELLING POWER 
YOU NEED IN ’53. 


MFM Rae ra 1B SL SS le DPE AE IE RRND IF NLD AE ENTIRE SORT DB I OF 


Write now for your copy of 3$2-page pilot 
issue, prospectus of this carefully planned pub- 
lishing enterprise and rate card or ask your 


agency man! NATIONAL DistripuTion, 270 
Park Avenue, New York 17, N. Y. 


First Issue Closes Dec. Ist! 


Member: American Supply and Machinery Manufacturers’ Aasn., Na- 


tional Industrial Advertisers’ Assn. and Magazine Publishers’ Assn., Inc. 
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Schneidman Appointed A.M. 
Earl G. Schneidman, previously 
an account executive for Gibraltar 
Advertising Agency, New York, 
has been appointed advertising 
manager of Caryl Richards Inc., 
Brooklyn producer of cosmetics 
Mr. Schneidman will continue to 
work closely with Gibraltar, which 
handles advertising, public rela- 
tions and publicity for Richards. 


—- 
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SCREENING CO. 314 Elm St, Perth Amboy, W.1 


Fair Trade Suits Keep Courts Busy; 
Three State Laws Due for Challenge 


New York, Nov. 18—If you 
thought the dust had settled on the 
whirling dervishes of fair trade, 
take another look. 

Last week, the American Fair 
Trade Council, which seems to de- 
light in abrading the sensitive 
skins of its members, recapped the 
present fair trade situation nation- 
ally—with particular attention to 
the sore spots. 

Here’s a summary: 

Fair trade manufacturers are 
fighting retailers in the courts— 
Eli Lilly & Co. is suing Schweg- 
mann Bros. in New Orleans; In- 


ternational Silver Co. is suing 
Robinson's (one of 70 stores in 
the Grayson-Robinson chain); 


Vitamin Corp. of America is suing 
Miller Drug Co. of Florida in Mi- 
ami; General Electric Co. has filed 


suit against S. Klein, New York 
department store, and two other 
retailers. 

Fair trade manufacturers have 
legal trouble—General Electric is 
being sued by Burche Co. in 
Pennsylvania, in a suit which 
challenges the constitutionality of 
the state fair trade act, and of 
Federal Law 542 


® Further, the AFTC figures that 
the government isn’t playing an 
impartial role and points to a Fed- 
eral Trade Commission complaint 
against Eastman Kodak, “similar 
to the Department of Justice suit 
filed against McKesson & Rob- 
bins.” Also, AFTC notes that Sea- 
gram Distillers Corp. and Schen- 
ley Industries are charged with 
illegal conspiracies by the FTC, 


for adopting common sales policies | * 


for their subsidiaries. 

In AFTC’s opinion, the “Depart- 
ment of Justice and the Federal 
Trade Commission seem deter- 
mined to harass fair trade in every 
manner.” 

Taking a look across the coun- 
try, the council is of the opinion 


| that future trouble looms in Flori- 


da, Michigan and Minnesota. 


s In Florida, fair trade is in force 
and effect and non-signers are 
bound to contracts, but another 
court action to test the validity of 
the fair trade act seems likely. 
Florida has a tangled history, due 


to conflicts between its legislature | 
and supreme court. The act of 


1937 was held unconstitutional in 
1939, and the act was rewritten, 


supposedly to conform to the 
court’s objections. The 1939 act 
was held invalid in 1949, the 


court’s opinions following those of 
the FTC. 

In 1949, the legislature again 
passed a fair trade bill, 62 to 6 in 


Ohio’s Largest 


Daily 


: The Cleveland Press : 
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KEEP ME FILLED—Borden Food Products 
Co., New York, is supplying this three-color 
stand to grocers. Hinde & Dauch Paper Co., 
Sandusky, O., makes the “Selmor” displays. 


the House, 30 to 2 in the Senate. A 
circuit court ruled it invalid. 
While it was being appealed to the 
state supreme court, the U. S. Su- 
preme Court handed down the 
Schwegmann Bros. decision before 
the state court issued an opinion, 
and the Florida court bowed to the 
federal authority. So the highest 
state court bypassed the question 
of constitutionality, and a test 
seems likely. 


8 In Michigan, fair trade contracts 
are valid, but enforcement against 
non-signers is out. The state stat- 
ute, enacted in 1937, was never 
tested in the courts until this sum- 
mer, when the Shakespeare Co. 
sued a Detroit retailer who was a 
non-signer. A circuit court held 
the non-signer clause invalid; it 
didn’t rely on the Schwegmann 
case holding that the transactions 
were purely intrastate. The deci- 
sion was upheld in the state su- 
preme court, but the higher court 
also ruled that the company’s sales 
in Michigan affect interstate com- 
merce and came within the reach 
of the Schwegmann decision. 

In Minnesota, fair trade con- 
tracts are valid, and may probably 
be enforced against non-signers. It 
may take a test case to clear up the 
non-signer question. 

In Minnesota, Calvert was suing 
a non-signing retailer. The state 
supreme court based its decision on 
the Schwegmann decision of the 
U.S. Supreme Court. AFTC feels 
that the passage of Public Law 542, 
permitting application of state fair 
trade acts—including the non-sign- 
er clause—in interstate commeree, 
has removed the reason for the 
court’s decision. But it may take 
a test case to make this plain. 


Welch Switches Agencies; 
Appoints Mrs. Rodger A.M. 

W. W. Welch Co., Cincinnati 
maker of Air-Flight fans, has 
switched its advertising account 
from Kamman-Mahan, Cincinnati, 
to Farson, Huff & Northlich, Cin- 
cinnati. 

Mrs. Janet Rodger, formerly 
fashion copywriter for John Shil- 
lito Co., Cincinnati department 
store, has been appointed adver- 


tising manager of the company. 


Joins Verified Audit 


Western Fruit Grower, San 
Francisco, has signed with Verified 


| Audit Circulation Co., Los Angeles, 
|to become its ninth member, and 


the first from outside Southern 
California. The publication has re- 
signed from Controlled Circulation 
Audit. It has a circulation of 23,- 
000 in the western states. 
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Reid Swimsuit Ads 
Break in December 
in Yule Gift Drive 


Los ANGELES, Nov. 18—If you 
see swimsuit ads this December, 
don’t mistrust your eyes. 

The ads will be those of Rose 
Marie Reid Inc., Los Angeles 
swimsuit manufacturer. They will 
appear in Esquire’s Christmas is- 
sue, the Dec. 8, 15 and 22 editions 
of The Wall Street Journal, and 
the Jan. 10 issue of The New 
Yorker, with the copy theme “Ev- 
ery Guy Has His Doll.” 

The ads are the kickoff of the 
first aggressive drive by a manu- 
facturer to sell swimsuits as gifts. 
The campaign is modeled after the 
Dobbs hat plan of a gift certificate 
plus a miniature hat. Rose Marie 
Reid will use a doll, packaged in 
a transparent plastic tube and 
dressed in a tiny, 1953-style suit. 


8 Display material for cooperating 
stores includes a three-dimension- 
al Christmas tree on which to hang 
the miniature dolls. These are 
available in 23” size for counters, 
and 45” size for windows and other 
display purposes. 

The gift idea was initiated as a 
means of leveling off a cyclical 
business for both sportswear de- 
partments in stores and swimsuit 
manufacturers. December swim- 
suit sales represent slightly more 
than 2% of annual sales. These 
sales are mostly to the cruise trade. | 
Sales drop to as low as 1% of an-| 
nual sales in February and March, 
then jump to a high of 30% in May 


and June. 

Announcements to the trade be- 
gan in September with pages in 
California Apparel News, Califor- 
nia Stylist and Women’s Wear 
Daily. Follow-up ads have run 
each month since. 


| 


| 

# As might be anticipated, there | 
were some doubts about trade ac- | 
ceptance of the idea of selling 
swimsuits in December. However, | 
35,000 orders for the dolls had| 
been received by the first week in | 
November. Many stores have in- | 
dicated plans to back the promo-| 
tion with their own advertising, 
the first of which was placed in 
newspapers by Bullock’s, Los An-| 
geles. | 
Plans are already under way for 
merchandising swimsuits the year 
around with promotions on such | 
occasions as Valentine's Day, grad- | 


Appointed Sales Manager 


David Lewis has been appointed sales 
manager of Fruehauf Trailer Com- 
pany, Detroit. Getting ahead in busi- 
ness like Mr. Lewis are thousands of 
regular Wall Street Journal readers 
throughout the nation—executives and 
their aides who make or influence de- 
cisions on planning, production, sell- | 
ing and buying. (Advertisement) 


| 


uation, Easter, and other holidays. 

In addition to stepping up sales 
during traditionally low periods, 
the company hopes to eliminate 
the problems arising from people 
returning suits given as gifts be- 
cause they want a different style, 
color or size. 

Carson-Roberts, Los Angeles, is 
the agency. 


KDUB-TV Starts Transmitting 


The first TV station to start 
operations in Texas since the “un- 
freeze” is KDUB-TV, Lubbock, 
which started transmitting Nov. 13 
on VHF Channel 13 with 5 kilo- 
watts. The station, headed by W. D. 
Rogers, president of Texas Tele- 
casting Inc., is using a temporary 
transmitter but has a 1,000’ trans- 
mitter tower under construction. 


Hickey to Georgia-Pacific 


John J. Hickey, formerly ad- 
vertising and sales promotion 
manager for the paint products di- 
vision of National Gypsum Co., 
Buffalo, has been appointed as- 
sistant advertising manager of 
Georgia-Pacific Plywood Co., 
Augusta. 


PADLOCK MOBILE—This mobile point of 
sale piece is going to retailers from Yale & 
Towne Mfg. Co., Stamford, Conn. Six locks 
ore displayed on the mobile, which takes 
up only a half-inch of wall space to hang. 


| Weightman Inc. Wins Account 


Downingtown Farmers Market 
& Auction, Downingtown, Pa., has 
named Weightman Inc., Philadel- 
phia, to handle its advertising. In 
addition to newspaper space and 
radio and television spots in Phila- 
delphia, the new market is plan- 
ning a campaign for smal] daily 
and weekly papers throughout 
eastern Pennsylvania. 


Changes to Standard Size 


As a production aid to adver- 
tisers and agencies, The Atlanta 
Journal & Constitution Magazine, 
a Sunday newspaper section of At- 
lanta Newspapers Inc., will change 
its size Jan. 4 from a 1,000-line 
page to the standard-size 850 lines. 
The Sunday newspaper section is 
a member of the Locally Edited 
Gravure Magazine Group. 


Wright-Campbell Adds Three 

Wright-Campbell, Chicago, has 
been named to handle advertising 
for Kosto Co., maker of prepared 
desserts (previously handled by 
L.W. Ramsey Co., Chicago); Can- 
dy Pack Inc., and Alumi-Gard, all 
of Chicago. Spot radio and news- 
papers are being used. 


65 


Larson Rejoins WDRC 

Alfred Larson, sales representa- 
tive for WDRC, Hartford CBS out- 
let in Connecticut, has returned to 
his desk after two years of active 
duty with the Navy. 


KTTV Appoints O'Mara 

Jack O’Mara, formerly with 
John I. Edwards & Associates, Los 
Angeles, has been named director 
of merchandising and promotion 
for KTTV, Los Angeles. 


Derus Associates 


THE LEADER IN RAPID PRO. 
DUCTION AND EFFECTIVE 
DISTRIBUTION OF RADIO RE- 
LEASES AND NEWS MATS. 


420 North Michigan Avenue 
Chicago 11 


RETAIL. . 


Media Records Again Shows 
The SEATTLE TIMESIs Seattle’s Top Medium 


10 


(Daily and Sunday, Ist 9 months, 1952) 


The Seattle TIMES 
9,305,855 


DEPARTMENT 


STORE 


RETAIL FOOD . 
RETAIL DRUG . 
GENERAL . 
CLASSIFIED . 


TOTAL 


LINEAGE 


. . 3,829,880 
907,703 
408,426 
. . 2,851,063 
. 5,170,125 


18,142,863 


New York 


The TIMES 
Led 2nd Paper 


2nd Paper 


5,975,791 3, 


2,387,020 
239,89 1 
140,491 

2,034,137 

3,662,596 


12,381,597 


OK AGAIN 


AT THESE 
LEADERSHIP FIGURES 


Cover 8 out of 10 homes | 
in Seattle for one cost 


1,442,860 


1, 


ea 
{ 


RI OER POS 


FOP OMA PE odes 


330,064 


667,812 
267,935 _ 
816,926 
507,529 


5,761,266 


tHe SEATTLE TIMES 


Represented by O'MARA AND ORMSBEE 
+ Detroit + Chicago + Los Angeles - 


San Francisco 
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BofA Head Chambers 
Sees Good Year for 
Newspapers in 1953 


SEA IsLanp, Ga., Nov. 18—The 
outlcdk for national advertising in 
newspapers in 1953 is extremely 
encouraging. 

Stuart M. Chambers, board 
chairman of the Bureau of Adver- 
tising, American Newspaper Pub- 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers 


UNION CIRCULATION CO., INC. 
5 Columbus Circle, .Y.19 * CO 5-8088 


“Over a Quarter Century 
of Dependable Service” 


| decessor, 


lishers Assn., made the prediction 
at the annual fall meeting of the 
bureau’s board. He said his fore- 
cast was “not based on the out- 
come of the recent Presidential 
election, but upon underlying 
economic conditions.” 

“Manufacturers pretty gener- 
ally,” Mr. Chambers said, “seem 
to realize that they face a period 
when still more intensive selling 
and advertising will be required. 
This should be particularly true 
in the automotive industry. Then, 
too, there are a number of ex- 
panding industries. Conspicuous 
among them is the air conditioning 
business. 


s “Advertising budgets seem to be 
geared accordingly,” Mr. Cham- 
bers said, “and we believe that 
newspapers will be able to secure 
their fair share of the increases in 
these budgets.” 

Mr. Chambers, who is treasurer 
of the St. Louis Post-Dispatch, has 
been chairman of the bureau 
board since last spring. His pre- 
Irwin Maier, 


publisher | 


of the Milwaukee Journal, was 
honored at the meeting for his 
“distinguished service to Amer- 
ica’s newspapers,”” and was pre- 
sented with a silver service on 
behalf of the board by Richard W. 
Slocum, genera! manager of the 
Philadelphia Bulletin. 

P. B. Stephens, business man- 
ager of the New York News, was 
elected to complete the term of F. 
M. Flynn, president and general 
manager of the same newspaper, 
who resigned his board member- 
ship. 


Remsen Advertising Adds 4 


Remsen Advertising, New Ha- 
ven, has appointed Richard W. 
Griswold an account executive. 
Mr. Griswold formerly was dis- 
trict manager for Guardian Life 
Insurance Co. of America, New 
York. Others added to the staff 
are Raymond E. Smith, art di- 
rector; Michael L. Luchetti, art 
staff, and Mrs. J. H. Adams, traf- 
fic manager. Mr. Smith formerly 
was art director and production 
manager for Lindsay Advertising, 
New York. 


Prominent Users of Strathmore Letterhead Papers: No. 102 of a Series 


perpen ee 


The finishing of Wiss scissors 
and shears involves a regular 
series of twisting, bending 

and peening operations which 
bring the blades into exact 
permanent alignment for sharp, 
clean cutting. 


: There is no short cut to 
QUALITY! 


et HP 


OVER (00 TEARS OF QuacrTY Butane 


Science and invention have provided many improvements in the quality 
of shears and scissors since J. Wiss & Sons Co., now the largest manu- 


facturer of high quality scissors and shears in the world, was first estab- 


lished over one hundred years’ ago. Yet, even with all the advances, 
nothing has been created that can take the place of the hands of highly 
trained and experienced individual craftsmen that are still necessary 


in 75°% of the processes in producing these implements. 


When quality is standard policy for a company ...when it insists that 


every item that carries its name performs its function to the utmost satis- 
faction... you can be certain that, like Wiss, it will select a Strathmore 
letterhead paper to carry this quality ideal in its correspondence. 


There are no short cuts to the job of selling a company’s quality character. 


‘Let a Strathmore paper help to do the job of selling your quality stand- 


ards. In these papers, too, a history of craftsmanship has built an air of 


quality that is hard to equal. Your supplier can show you some samples of 


your letterhead on Strathmore papers. You'll see for yourself the 
difference that quality makes! 


Strathmore Letterhead Papers: Strathmore Parchment, Strathmore Script, Thistlemark 


Bond, 


Alexandra Brilliant, Bay 


Path Bond, Strathmore Writing, Strathmore Bond. 


Envelopes to match converted by the Old Colony Envelope Company, Westfield, Mass. 


STRATHMORE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 


Yourself. The Retail Paint and Wallpaper 


TWO ‘MISSES’—Two weeks ago, AA pictured six models vying for the title 
of Miss Machinery. Well, Tudy Golden, on the far right in that picture and at right 
above, was announced winner by Interstate Machinery Co. Meanwhile, one of the 
other contestants, Diana Davis, undaunted, has gone on to become Miss Do It 


Distributors of America named her that to 


point up the trend toward home decorating. Here you see Diana, and decorating 
surely is the word. 


Utilities Expected 
to Increase Sales, 
Ad Programs in ‘53 


AtLtantic City, Nov. 18—In- 
creased electric company sales and 
advertising budgets are indicated 
for 1953. 

That prediction was made here 
last week by B. L. England, presi- 
dent of Edison Electric Institute 
and Atlantic City Electric Co., 
when he outlined findings of a 
survey of electric company sales 
plans for 1953 at the annual con- 
ference of National Electrical Mfrs. 
Assn. 

Although the survey is not yet 
complete, the cross-section thus 
far obtained is composed of elec- 
tric companies representing 18,- 
000,000 customers, about 40% of 
the total meters in the U. S. 

“Over 80% of the surveyed 
group,” Mr. England said, “are 
making plans on the basis that 
1953 will be as good, or better, 
than 1952. None indicated belief 
that the business climate would 
be worse.” 


8 A majority of the companies, he 
said, have indicated they will raise 
sales budgets in 1953, “with aver- 
ages of 10 to 15% indicated in 
residential, commercial and indus- 
trial categories. 

“Increases in advertising budg- 
ets for 1953 will average as much 
as 20% over 1952. 

“Electric company manage- 
| ments,” Mr. England said, “believe 
that the money invested in sales 
| promotion, advertising, sales train- 
‘ing, and specific selling drives are 
as fundamental to successful util- 
ity operation as the cost of fuel.” 

He pointed out that current 
plant expansion of electric utility 
companies and electrical manufac- 
turers has greatly increased the 
importance of sales organizations, 
“which must be able to guarantee 
the profitable use of plant capac- 
ity, no matter what conditions 
are.” 


|@ Mr. England said that by the 
| end of 1955, the electric utility in- 
dustry will have more than 


doubled its generating capacity 
over 1945, from 50,000,000 kilo- 
watts to about 115,000,000. 

“Right now the industry is 
building load at an unprecedented 
rate,” Mr. England said, “but elec- 
tric companies are selling today 
for tomorrow, and planning sales 
policies now for tomorrow’s selling 
campaigns. 

“The industry is mindful of the 
enormous electrical capacity now 
installed and contracted for, and 
is preparing for the time not far 
ahead when it will have to face 
sterner competition for a scarcer 
doliar.” 


Staudt Heads ABP 
Judges for Annual 


Industrial Contest 


New York, Nov. 21—George L. 
Staudt, advertising and sales pro- 
motion manager of Harnischfeger 
Corp., Milwaukee, will be chair- 
man of the judges in Associated 
Business Publications’ 11th annual 
|contest for advertising in indus- 
| trial, institutional and professional 
| papers. 

Judging of entries in the contest 
will be held at Milwaukee early 
in February. Presentation of 
awards will be made during April 
at a meeting to be sponsored joint- 
ly by the Milwaukee Advertising 
Club and Milwaukee Industrial 
Marketers Assn., local chapter of 
National Industrial Advertisers 
Assn. Closing date for entries will 
be Jan. 20. 

Mr. Staudt will head a panel of 
18 judges from industry and ad- 
vertising in the Milwaukee area. 

ABP also sponsors a_ second, 
separate contest for advertising in 
merchandising papers. Entries in 
this contest will be judged and 
awards presented in New York. A 
folder listing rules for both con- 
tests is available from ABP. 


Hendry Joins Hershey-Paxton 


Alan Hendry, formerly adver- 
tising director of the Big Bear 
Markets, has joined Hershey-Pax- 
ton Co., Detroit, as an account ex- 
ecutive. 
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Chemist Explains 
Ad Provisions of 
Food and Drug Act 


New York, Nov. 18—The rela- 
tion between advertising and the 
“intended uses” of a product un- 
der the terms of the Federal Food, 
Drug and Cosmetic Act is ex- 
plained in the current “Monthly 
Bulletin” of Di Cyan & Brown, 
consulting chemist. 


Take the case, says the monthly, | 
of a distributor “who packaged a| 


product consisting of androgenic 
hormones, advertised it in lay 
magazines for increasing male po- 
tency, and sold it by mail order 
without prescription. Androgenic 
hormones are dangerous by self- 
medication and should be avail- 
able only on prescription. 


s “The distributor of that product, 
though placing legends on the 
label that would imply the use of 
the product only under a physi- 
cian’s recommendation, did in fact, 
bid for the lay market by adver- 
tising in popular magazines and 
selling directly to the laity. 

“In such an instance, the pro- 
ducer of the androgenic hormone, 
if he had known or had reason to 
know of the illegal practice of the 
distributor, could share in the re- 
sponsibility for such an act on 
the distributor’s part. 

“In other words, if the producer 
had known of the intended uses 
he could share in the culpability 
of an act on the part of his cus- 
tomer.” 


® The bulletin further advises: 

“Advertising is not labeling un- 
der the act unless it accompanies 
a product or is brought into juxta- 
position with a product at the point 
of sale, or is otherwise used to 
serve the purposes of labeling. 

“The statute describes labeling 
as ‘written, printed or graphic 
matter.’ Television or radio ad- 
vertising can hardly be considered 
labeling under any circumstances, 
but a newspaper advertisement can 
become labeling when posted on 
a dealer’s window which displays 
the advertised product. 

“Though advertising may not be 
labeling it can, nonetheless, serve 
as legal evidence of the intended 
uses of a product, and thus re- 
quire the labeling to include ade- 
quate directions for those adver- 


TV Commercials Cover Extra Wide Range 


from Bad to Good, Starch TV Head Says 


. 


PHILADELPHIA, Nov. 18—The dif- 


| ferences between the best and the 


poorest television commercials are 
basically much wider than in other 
media. 

John Boyle, chief of television 
program research for Daniel 
Starch & Staff, made this assertion 
before the Television Assn. of 
Philadelphia at the Poor Richard 
Club last week. 

“This is partly due to the fact 
that the medium is new,” he ex- 
plained, adding that another diffi- 


| culty is that television is an out- 


growth of radio. 
During the earlier days of TV, 
advertising agencies had to de- 


dience towards gaining the audi-| 


ence. 

“We have found that products’ pa 
with smaller audiences were do- 
ing much bigger jobs of selling 
than programs with large audi- 
ences,” he said. 

The fundamental reason for 
this was that the commercials in 
the larger audience shows in such 
cases were not good advertise- 
ments. 

However, there is a swing in 
television away from advertising 
agency production and writing to 


| network and station and independ- 


ent producer production of shows. 
This allows agencies to pay more 


|BofA Expands Campaign 
with Small-Space Ads 


A new series of small-space ads 
has been announced by the Bureau 
of Advertising, ANPA, to be run 
| by daily newspapers in their own 

pages. The series is designed to 
supplement the BofA’s special 
newspaper advertising campaign, 
carried by almost 900 papers. 

The new ads in the media pro- 
|motion program include one 1- 
column ad 180 lines deep, and two 
2-columns 100 lines deep. News- 
papers will get mats at $18 for 
the year’s series of 36 ads. Three 
ads will be issued monthly. 


To Strawbridge & Clothier 
Romolo de Luca, formerly as- 
sistant sales promotion manager 


{for Snellenburg’s 


67 


Department 
Store, Philadelphia, has been ap- 
pointed branch stores coordinator 
of sales promotion and advertis- 
ing for Strawbridge & Clothier, 
Philadelphia retail merchandiser. 


CUT ART COSTS 


sel DO 


CL le PPER 
Multi-Ad Services, Inc. 


\ it 
sein) 105 Walnut, Peoria, Ill. 


| THE CREATIVE ART SERVICE 


WHAT'S THE BEST 


RIGHT! AND FOR THE COMPLETE 
PRODUCTION OF A FULL COLOR 


Se 


ADVERTISING COMIC BOOKS! 
WE FOUND OUT THEY BEST TELL 
OUR “SPECIAL story” TO THE 


TAILOR-MADE PACKAGE 


a i commercials. 
attention to WE USE THE 


One of the things Starch has 
found, Mr. Boyle said, is that the 
more effective commercials do not 
use background music because it 
distracts viewers from the sales 
message. , 


velop their programs for clients 
and then gain an audience, which | 
does not happen in other media. oon yee 
= As a result, he said, the agencies 
began to switch emphasis from 
what the commercials told the au-' 


tised uses. The alternative may be 
to change the advertising.” 


Jones Co. Adds Three to Staff 


Ralph H. Jones Co., Cincinnati 
agency, has added three staff mem- 
bers. Paul D. Myers, formerly of 
the advertising department of 
Procter & Gamble Co., will assist 
in servicing accounts. John Robert 
Cox, previously owner and editor 
of a Kentucky newspaper, has been 
named a merchandising copywrit- 
er. Lawrence D. Zink, a member 
of the art department for six years, | 
returns to the agency after service 
in the Army. 


‘Inquirer’ Promotes Two 

Don Kahn, formerly in person- | 
nel and research for the Philadel- 
phia Inquirer, has been promoted 
to assistant promotion manager. He 
has been with the newspaper five 
years. Leonard Bach, formerly in 
charge of national advertising pro- j 
motion, has been named coordi- | 
nator of all advertising promotion. | 


a, s. Pore 


@ 
in the chemic@l process industries 


anagemgnt keeps informed in the Chemical Process Industries ... 

on compefition, equipment and new lab developments .. . 

on all thd factors that affect planning in this big and integrated market. 
It’s a luéty, news-making field, spawning new products endlessly 

and spefding more than $39 billion a year Pa 
for ney plant facilities, equipment and raw materials. ab 
And ig this plan-ahead market 

execyfives look to CHEMICAL WEEK for the clear understanding 
of fats so imperative to sound business judgment. 


| Coyplete, condensed and well-balanced, CHEMICAL WEEK penetrates 
evfry phase of the vast chemicals producing and consuming industries. 
Ffom raw materials to distribution... 

ffom plant sites to manpower problems... 

provides a rapid interchange of ideas 

and news interpretations from the chemical businessman’s viewpoint. 
That’s why CHEMICAL WEEK is such an ideal way 

to take your product message to management... . 

it brings you elbow-close to the men who mean business... 

in process management's own magazine. 


MANAGEMENT MEN ARE TALKING agout..- 
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You can't beat a 


Royal Flush- 


and that’s what we've got 


The ACE of all motel publications, 
AMERICAN MOTEL MAGAZINE cur- 
rently has more than 13,000 paid sub- 
scribers—or over 3,000 more than the 
second publication in the field. And, 
there's a 16,000 guarantee by Jan. Ist. 


compared to this giant! Each month 
AMERICAN MOTEL MAGAZINE con- 
inues to scoop the industry with more 
ital news, more popular how-to infor- 
tion, more feature articles—in short 
wre complete editorial coverage 
than BOTH other magazines combined. 


AMERICAN 
MOTEL 
MAGAZINE 


is truly the 


Queen 


in a busy hive of more than 43,000 
United States. And, 


els in these 
the queen bee, she’s looked upon 
foBuide the rest in the right direction 


important responsibility. 


ack 


the Motels do an 
annual business of 
1% billion dollars 
—and their busy buying season lasts 
all year ‘round—no matter what you're 
selling 


chances are 


Ten 


to ONE 
that there's a 
booming market 
for your product 
in the Mote! field—and there's no bet- 
ter way to tap it than through AMER- 
ICAN MOTEL MAGAZINE Save 


Money! Rates go up January Ist. Start 
your campaign now and take advan- 
tage of current low rates 


PERCENTAGE SHARE OF 


PERCENTAGE CHANGE FROM 
1950 SHARE OF RETAIL 


RETAIL CIGARETTE VOLUME , 1951 CIGARETTE MARKET ket include wholesale grocery dis- 
% sean + —>—_+ ss) Son raseLfve — tributors, 16.3%; wholesale con- 
: € NZ (ahntess, ro. wwWik © z7 fectionery distributors, 0.9%; 

Cc fooo stones. H inkstaioloisblalalolstolsteletereitstetelslelelele 19.1 poser Sr | : wholesale drug distributors, 0.5%, 
_—— ~ FOOD STORES and miscellaneous, 1%. 
Macnines bebelelehesteisfstetclslstchelsistelsketle canner ; 

F a IIIT MACHINES '@ The share of the $4 billion mar- 
SUPERMARKETS eererrteeteerne y 123: . ket by retailer groups is as fol- 
— rerretevr ie i GUPeamanxers 465%) lows: din 

TONES, isle peiersiet - olume 

a: chedingC ger Charm Stores SSeAcEEEELCCGCc ; (3 WU penser mov wn ty 0.86% (000 omitted) 

INDEPENDENT i —— = 79.470 
Pee EEE tctetehel QT». Independent food stores . . $779, 
EL cave srones ; } 210%] | Vending machines ...... 669,280 

{ Gaff, RESTAURANTS, BARS, 7M TH Chain-Supermarkets 501,960 

Le eeetos , I Cigar stores, stands ...... 477,480 

( ™ miLiTARY see ms } 6P. || | Independent drug stores. 395,860 

| iim INSTALLATIONS Aas ii 385% am M MILITARY | 722) | mesteuwante, hase and 

{3 CHAIN ee \\ = 4 liquor stores .......... 289,750 

EE onve stones fslotenah | yy CHAIN - l | 2323] Military installations .... 232,620 

(nr - \awn ; hed Lanett ns ame Chain drug stores ........ 179,560 

ix OEPARTMENT . ot 21 

t VARIETY STORES /H#H | WA O% DEPARTMENT - {| Department, variety stores. 85,700 
+ f/f VARIETY STORES Mail order .............. 73,470 

* Sacer a= om ie | Hotels, tourist courts, 
ome ET ORO OE | lL eS amusements .......... 53,050 
(ad COURTS. Amusement TS . as : Ft 1.3% — 2 ae scien ances stations . 32,650 
—— A ES Ae bx} cuonmn somueees an |All other outlets ........ 310,160 
me eon r #1 0.8: | Food stores, both chain and in- 

| SERVICE STATIONS / ] 7 [ easoune 5, D ° 
| = ; vy ' FT SERVICE STATIONS dependents, it is said, last year 
| [ aut OTHER ounsers ) aaaae + 76: | ryt] tended more to buy cigarets from 
‘ Ourcers 1 TT tobacco wholesalers than from oth- 

765. 3 er types of wholesalers. 


Advertising Age, November 24, 1952 


commodity they sell.) 
| Other distributors selling to re- 
| tailers and their share of the mar- 


lion cigarets. 


tribution patterns 


Tobacco Distributors 
Report Independent Food 
Stores as Biggest Seller 


New York, Noy. 20—Americans 
last year spent more than $4 bil- 
lion to smoke more than 378 bil-| 
|@ The tobacco distributor survey 
shows that per capita consumption 


The average cigaret smoker paid 
of cigarets varies in direct propor- | 


$90.56 to light up and relax with 
his favorite brand. 

These figures are reported by 
the National Assn. of Tobacco Dis-| 
tributors in its second annual sur- 
vey of cigaret marketing and dis- 


Independent food stores do the} 
biggest volume. In 1951 they sold 


VOLUME AT RETAIL + 4,061,000,000 


$669,280,000 in 


ret business. 


$4 Billion Was Spent in ‘51 for 378 Billion Cigarets | 


ing machines lost a little ground 
but held onto second place with 
sales. 
place, and gaining, were chain su- 
permarkets, which did a bit more 
than half a billion dollars in ciga- 


In 


tion to cigaret tax rates. 


In the District of Columbia, the 
tax per pack is only l¢ and per 
capita consumption is 3,674 ciga- 
rets. In Wyoming the tax is 2¢ a 
pack and per capita consumption 
is 2,790 cigarets. Indiana has a 3¢ 
tax and smokers average 2,344 cig- | 
arets a year. Arkansas, with a 6¢ 


nearly one-fifth of all cigarets. 
Their $779,470,000 sales volume! tax, shows a 1,261 average. 
was up 1.59% from 1950. Vend- 


The survey shows that sale of handled by so vast and hetero- 


| Public Utilities Admen Elect 

R. D. Furber, director of public 
|relations and advertising for 
level last| Northern States Power Co., Min- 
reapolis, has been elected chair- 
man of Region 7 of the Public 
Utilities Advertising Assn. age 

isi er oO 

gain to (a) increased smoking and ee PO nae ‘te. 
(b) the 1¢ boost in the federal} Huron, S. D., has been elected vice- 
cigaret excise tax on Nov. 1, 1951.| chairman. Region 7 includes Min- 
The 378 billion cigarets sold rep-|nesota, North Dakota, South Da- 
resents a gain of 18 billion over| kota and Nebraska. Mr. Furber is, 
1950. in addition, chairman of the West 
North Central Region Public In- 
|@ The survey points out that nd mS py oe gy ert 
“wholesale tobacco distributor [is| ye] from the same area. 
again] in the stellar role. Con-| 
tinuing to serve more than 1,300,- 
000 retailers, his normal activity Blanchard Appointed A. M. 
crosses the lines of other whole-| Roy B. Blanchard has joined 
saling groups with the result that/Ward’s Reports Inc., Detroit, as 
cigarets at the present time enjoy oe ee ar 4 . — s 
ee Apna senapnton chard formerly held executive and 
ee ee ae ne ee Ct advertising positions with Buick, 
Chrysler, Graham-Paige, and Fed- 
eral Motor Truck Co. 


cigarets at the retail 
year topped $4,081,000,000, an in-| 
crease of about $211,000,000 over 
1950. The association attributes the 


third 


geneous an assortment of retail 


| outlets.” 
| The tobacco wholesalers, the re- 
port shows, accounted for 81.3% 


Names Arthur Kremer S.M. 
Thorner-Sidney Press Inc., Buf- 


of all cigarets sold through whole- 
salers of all kinds last year. (By 
definition, tobacco wholesalers are 


falo, has appointed Arthur W. 
Kremer sales manager. Mr. Kremer 
formerly was associated with en- 


WRITE FOR 
20-page booklet that 
tells how big the 
Motel field is for your 
_- Also ask for 

pecial Surveys on 
52 individual prod- 
ucts. 


for Quality 


...@ leading source for engrav- 
ings for the agency, the advertiser 
or the printer who insists that his 
letterpress reproduction must be 
maintained at a consistently high 
level of brilliance and fidelity. 


4 


JAHNé OLLIER 


ENGRAVING COMPANY 


817 W. Washington « Chicago 7, Ill. 


MOnroe 6-7080 


Chicago's largest fine photoengraving plant 


Wf 


bGmvsby0 


those whose sale of tobacco prod- 


graving companies in Buffalo, 
ucts exceeds that of any other 


New York and Cleveland. 


- 


¥e W oop 3 SE: A compact market of over half 
| te pe a million potential buyers in 33 

; ===] _ individual and separate communi- 
ties—typical in every respect of 
all New England. 


a - 
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New York, Nov. 18—It looks 
like this is going to be a really 
big year for cigaret advertising in 
newspapers. 

Happily watching the trend are 
the Bureau of Advertising, Ameri- 
can Newspaper Publishers Assn., 
and its tobacco group supervisor, 
Bruce Robinson. 

Mr. Robinson reports three au- 
guries for a smash 1952 perfor- 
mance: 

1. Cigaret linage in the 110 cities 
reported on by Media Records has 
jumped a substantial 28.3% for the 
first three quarters of this year 
over the same period in 1951, 

2. All five top cigarets have been 
running newspaper campaigns con- 
currently in recent weeks—some- 
thing unparalleled in the rag eid 
—and many smaller brands have| 
heavy schedules under way. 

3. Competition in the industry is | 
keener than keen, with a number | 
of new brands getting into the 
fracas. 


@ Here’s a run-down on the doings 
of various brands, ad-wise, ac- 
cording to the bureau: 

Lucky Strike has just wound up 
a 10-week drive of large space ads 
in 150 newspapers in 125 markets, 
and is continuing a test campaign 
in a number of papers, totaling as 
high as 67,000 lines per newspaper 
over a six-month period. Lucky 
Strike is also running a heavy 
schedule of full-color pages in 
Sunday supplements. 

Camel, leading newspaper ad- 
vertiser among the brands last 
year when it took space worth $3,- 
636,043, has just ended a concen- 
trated five-month newspaper 
drive. 

Chesterfield is far ahead of its 
51 newspaper investment. It is} 
running a market-by-market drive | 
for the king-size, and, in addition, | 
it recently scheduled a three-in-| 
sertion large space campaign in| 
every daily newspaper in the 
country. | 


® Philip Morris, now being pro- | 
moted in more than 600 newspa- | 
pers, will have “a record invest- 
ment” in newspaper space. This 
year, for the first time, special 
full-page ads have been put behind 
the brand in many markets. | 

Pall Mall, back in newspapers | 
for the first time in three years, is | 
using dominant space each week, | 
or oftener, in 68 dailies in seven 
metropolitan areas. The campaign | 
is scheduled for a 12-week run, 
taking it into December. 

Dunhill, a Philip Morris & Co. 
brand, is using 600 lines to full 
pages on a frequent schedule in 
about 35 markets. Mr. Robinson 
called it one of the hardest-hitting 
drives of the year. “The Dunhill 
campaign, tested first in the Mid- 
west, is in effect a new-product 
launching, although the brand 
name is an old one. The new prod- 
uct now being promoted is a new 
blend in a new package, being 
pushed with a new theme: ‘Screens 
out irritants! Doesn’t screen out the 
pleasure!’ ” 


Cigaret Linage Trend in Newspapers 
Shows 28% Increase Over 1951 Figure 


Kent, the “micronite filter” cig- 
aret pushed by LoriHard, bowed 
early this year behind saturation 
newspaper drives in a market-by- 
market program. “Relying almost 
entirely on newspapers in its ad- 
vertising drive,” said Mr. Robin- 
son, “Kent reports sales are so far 
ahead of expectations that keeping 
up with the demand is a growing 
problem.” 

Kools has begun a series of in-| 
tensive tests in weekday newspa- | 
per space, while continuing its! 
heavy color campaign in Sunday | 
papers. | 

The bureau listed Cavalier, Par- 
liament, Encore and Du Maurier | 
as brands which are also running | 
far heavier newspaper campaigns 
than in the past. 


Toni Names Wilmore Miller 

to Head Advertising Staff 
Wilmore H. Miller, v.p. of the 

Toni division of Gillette Co., Chi- 

cago, has been named head of 

Toni’s advertis- r, . 


ing and brand 
promotion de- 
partments. Pre- 
viously in charge 
of market re- 
search and man- 
agement of home 
permanent 
brands, he will 
now have charge 
of advertising, 
brand promotion 
and market and 
consumer re- 
search. 

Fred Willis, director of market 
research, also will take over crea- 
tive advertising and media re- 
search responsibilities, working 
under Mr. Miller. 


W. H. Miller 


| Philadelphia Educators 


Seek Television Channel 

A committee composed largely 
of representatives of the many 
schools, colleges and universities 
in the Philadelphia area has unan- 
imously approved the creation of 
the Delaware Valley Education 
Television Corp. to operate an ed- 
ucational TV outlet in Philadel- 
phia. 

The committee agreed on the 
new venture after studying the 
possibility for approximately two 
years. The station will be oper- 
ated as a general education station 
backed by any interested organiza- 
tions. 


Gyro Skid-Control Adds ‘Post’ 
Gyro Skid-Control Co., Beverly 
Hills, Cal., manufacturer of an in- 
ertia-activated anti-skid device for 
automobiles, will run a series of 
small-space advertisements in The 
Saturday Evening Post beginning 


| Nov. 22. The company is currently 


running a series of similar ads in 
Life. Television is being tested in 
a small way in San Diego. McNeill 
& McCleery, Hollywood, is the 
agency. 


WKBN-TV Affiliates with ABC 

WKBN-TV, Youngstown, O., 
which will operate on v.h.f. Chan- 
nel 27 at a date to be announced 
later, will affiliate with the Ameri- 
can Broadcasting Co. television 
network some time during the first 
quarter of 1953. WK BN-TV, owned 
by WKBN Broadcasting Co., will 
become ABC’s 69th television out- 
let. : 


salary requirement is $22,000... your 
in confidence. 


announcement.) 


SALES DEVELOPMENT 
EXECUTIVE 


If you are looking for a man .. . to take on a challenging sales planning 
and administrative post, who at the age of 35 has 16 years of successful, 
well-balanced experience in Sales Management, Market Development, and 
Merchandising with important national companies . . 
analyst, sound planner, skillful manager, and administrator . . . 


Write to P. O. Box 1447 
Grand Central Post Office, New York 17, N. Y. 
(The above address has been retained specifically for replies to this 


. who is a careful 
whose 
inquiry is invited and will be treated 


Joins Meldrum & Fewsmith 
Hugh Beckwith has joined the 

sales counseling department of 

Meldrum & Fewsmith, Cleveland. 


less) ginger ale, and other bever- 
ages. Plans for 1953 call for the 
use of television, radio, newspa- 
pers, car cards, 24-sheet posters, 


and contests and premiums. 


Mr. Beckwith formerly was asso- 
ciated with Robert Heller & Asso- 


ciates, Cleveland management con- | Jnterchemical Boosts Rietz 


sultant. He aiso has been editor of : 
Gas Appliance Merchandiser, and Charles A. Rietz has been pro- 
has held executive editorial posts | moted to the new position of re- 
with a number of trade publica-| Search and development director 
tions |of the printing ink division of In- 
| terchemical Corp., New —_ He 
| will coordinate the research activi- 
Sethness to Tim Morrow ties of Interchemical and the di- 

Cc. O. and W. D. Sethness Co.,/ vision and integrate them with the 
Chicago, has appointed Tim Mor- | manufacturing and sales programs. 
row Advertising, Chicago, to han-| He was manager of the division’s 
dle advertising for the company’s| eastern district factory in Eliza- 


| Twang, new non-fattening (sugar- | beth, N. J. 
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Cary-Hill Promotes Two 

Cary-Hill, Des Moines agency, 
has promoted Ben J. Gibson Jr. to 
an account executive. William K. 
Dietz Jr. has been advanced to 
group copy director on consumer 
goods accounts. Mr. Gibson was 
public relations and copy director. 
Mr. Dietz was assistant copy direc- 
tor. Schuyler Hunter, v.p., has been 
placed in charge of a newly formed 
export division. 


Group to Be Sold Monthly 


Effective with the January, 1953, 
closing date, Marvel Comic Group, 
New York, will be sold on a 
monthly basis. The group’s month- 
ly ABC guarantee will be 8,000,000. 


FORT WORTH STAR-TELEGRAM 


LARGEST 


CIRCULATION IN 
TEXAS 


TOTAL pan DAILY 


NET 
PAID 


TOTAL 


242,072 


SUNDAY 


Ape Mae CAGE OR My, 


MORN. 
& EVE 


221,231 


Serving a Market with An Annual Buying Income 


of Over $2,400,000,000 


*ABC Publisher's WRITE Amon Carter, §Jr., 


Statement, 
March 31, 1952 Star-Telegram coverage 


AMON G CARTER, publisher 


’ 
‘ 
. 


_ STAR-TELEGRAM ~ 


President and National 
Advertising Director, for complete market data and 


. 
’ 
, 
’ 

4 


LARGEST CIRCULATION IN TEXAS 


Without the use of contests, schemes or premiums “Just a good newspaper” 
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New Pulse Service Will Find Outif — 
Housewives Really Believe Ad Claims 


(Continued from Page 1) 
ly visit homes in approximately 
70 markets to find out how radio 
and TV shows rate. Pre-testing in- 
dicated that the radio-TV ques- 
tions served as an effective warm- 


up for the questions on believabil- | 


ity. This killing of two birds with 
one stone will also enable Pulse to 
price the new service more eco- 
nomically. 


® Dr. Roslow, who thinks C-Fac- 
toring is made to order for pre- 
testing new copy themes and cam- 
paigns for new products as well 
as for regular reports on contin- 
uing appeals, will charge $3 per 
interview for the service. 

Eighteen. products were included 
in the soap and detergent study 
They were Chiffon, Dreft, Duz, 
Fab, Fels Naptha, Felso, Ivory 
Flakes, Ivory Snow, Joy, Lux 
Flakes, Oxydol, Rinso, Silver Dust, 
Super Suds, Surf, Swerl, Tide and 
Vel. The national sample of 3,000 
was split three ways; each re- 
spondent in each subdivision was 
asked if she believed the ad claims 
of six of the eight. 

All 18 were not listed in this 
first question because of the fa- 


Mtigue factor, Mr. Collins explained. 


a The question was phrased as fol- 


I Mlows: “Do you believe these state- 


e labels of these products?” 

The statements which were se- 
lected by Mr. Collins as “most 
ypical” of what the company had 
een saying about its product for 
he last two years, were handed to 
e subject on a mimeographed 
neet of paper. 


Bre in in the advertising or from 
h 


e cleanest wash in town 
rears by Tide! Tide gets clothes 
leaner than any soap. Tide not 
nly 
yhiter, too, in hardest water.” 
= Duz—‘“Duz does everything. To- 
ay’s Duz does a better job in 
our washer than any ‘detergent.’” 


Lux Flakes—“New Lux with 
olor freshener. ‘It’s magic for 
lors,’ says Joan Caulfield. Screen 
ars’ favorite wardrobe care.” 
Oxydol——“Oxydol makes clothes 
sparkle.” 

Swer!l-—“Swerl 
—-new with superaction 

When it was pointed out that 
some of these slogans didn’t seem 
adequate to give the advertiser a 
fair shake at a good rating, Mr. 
Collins said that all the products 
were. well known. He added that 
agencies would be consulted in 
the selection of exact phraseology 
to be used in future reports for 
clients. 

Question No. 2 was: “Which of 
these soaps and detergents do you 
buy regularly?” All 18 brands were 
listed here, plus a blank space for 
any others. 


the magic suds 


@ In terms of believability Tide, 
also first in regular use, eased 
out Ivory Snow 61% to 60%. Next 
in line: Ivory flakes, 58%; Lux 
flakes, 50%; Duz and Rinso, both 
41%. 

However, taking the results as 
a whole, there were more people 
(40%) who doubted the advertis- 
ing than believed it (36%). The 
remaining 24% just didn’t believe 
the ad claims 

In general, people buy the brand 
they think tells the truth in its ad- 
vertising. 

“By holding tenaciously to the 
same theme in a relatively few 
years Tide has risen to leadership 
position both in consumer belief 
in the advertising and in tonnage,” 
Mr. Collins commented. 


® “On the other hand, competitors, 


Typical quotes: Tide—“She has | 
—she | 


washes clothes cleaner—but | 


hopping around or using flatly un-| 
believable claims, are trailers. It 
is significant that ‘no rinse’ falls 
on completely deaf ears. Even 
women who like Surf, for example, 
do not rely on the no-rinse qual- 
ity... 

“It is illuminating to visit scores 
of homes and talk with women 
householders. They have nothing 
but derision for such claims as, 
‘no wash, no wipe is necessary— 
even pots and plans glisten’... 

“The Pulse study of soaps and 
detergents indicates that women 
would like to be given credit for 
having a little sense and for con- 
tributing a little elbow grease to 
the chore of washing anything. 
They are wryly amused at wash- 
day, time-saving exaggerations. 
Sampling is a device they go for | 
in a big way—but without any | 
brand loyalty. Coupons are a price- | 
cut favorite—but again no loy- | 
alty.” | 


® Housewives were not at all re- 
luctant to speak up on the subject 
of washday woes and what soaps | 
and detergents can do about them. | 

From the low-income group: | 
“You have to rinse—nothing cuts 
time in half.” Another = said: 
“There’s nothing magic; nothing 
sparkles.” And a real debunker 
declared: “They all say the same 
thing and it doesn’t mean a thing!” 

From the middle-income group: 
“Nothing makes things brighter 
than new.” Said a lady with an 


ever I can get cheaper.” Another | 
commented: “These companies pay | 
big salaries to the people who think | 
up these ads.” 
“Whiter and brighter than| 
what?” a homemaker in the upper 
money level wanted to know. 


Needham, Louis Names 
|Cominos Head of Radio, TV 


James G. Cominos, a v.p. of} 


| Needham, Louis & Brorby, Chicago, on 


| has been made director of the ra-| 
| dio and television | 
} department. Mr. 
| Cominos will 
continue to func- 
tion also as an 
account execu- 
tive. Alan Wal- 
lace will continue 
in charge of cre- 
ative aspects of 
the radio and TV 
work, 

Maurice H. 
Needham, presi- 
dent, who an- 
nounced the appointments, said 
there has been an increase of more 
than $3,000,000 during 1952 in the 
volume of TV advertising handled 
by the agency as compared with 
1951. Radio and TV together now 
account for more than $8,000,000 
of the billing. 


Buys WNAO. Raleigh, N.C.; | 
Will Operate as Radio, TV 

WNAO, Raleigh, N. C., has been 
sold by News & Observer Publish- 
ing Co., Raleigh, to the newly 
formed Sir Walter Television & 
Broadcasting Co., which recently 
was awarded TV Channel 28 by | 
the Federa! Communications Com- | 
mission. | 

The sale is subject to FCC ap- 
proval. The News & Observer has 
acquired a minority stock interest 
in the new company, which is 
headed by John W. English of Erie, 
Pa., as president, and James R. 
McBrier of Erie as v.p. and treas- 
urer. WNAO will be operated as 
a radio and TV station. There will 
be no changes in personnel. G. F. 
Albright is manager. 


Tjaden Appointed Sales Head 

Lowell E. Tjaden of Stamford, 
Conn., has been appointed to the 
new position of national sales man- 
ager of S. & W. Fine Foods Inc. He 
will make his headquarters in San 
Francisco. 


J. G. Cominos 


eye on the budget: “I buy what-| y 


Advertising Age, November 24, 1952 


AT AWARDS DINNER—Among those at the awards dinner of the 20th annual ex- 
hibit of the Art Directors Club of Chicago were (from left), Horold Jensen, art di- 
rector of Tatham-laird, and chairman of the club’s advertising committee; 


Barron, publisher of the Art Director ond 
of Poole 


Art Directors 


Club of Chicago 
Gives 51 Awards 


Cuicaco, Nov. 19—The Art Di- 
rectors Club of Chicago has 
awarded 51 medal and merit 
prizes in its 20th annual competi- 


tion for advertising and editorial | 


art. 

The awards represent the best 
in this field for the past year. 

Awards went to the following 
winners: 

DESIGN OF COMPLETE 
ADVERTISEMENT 

Magazines: Medal award: Advertiser, 
United Air Lines Inc.; producer, N. W 
Ayer & Son; art director, Dick Cummins; 
artist, Ballenger. Merit awards: Advertis- 
er, Container Corp. of America; producer, 
. W. Ayer & Son; art directors, Walter 
Reinsel and Charles Coiner; artist, W. H. 
Allner. Advertiser, Morton Salt Co.; pro- 


ducer, Needham, Louis & Brorby; art di- | 


rector, Carl J. Briese; artist, Bernard Pert- 
chik. 

Trade Journals: Medal award: Advertis- 
er, Society of Typographic Arts; producer 
and art director, Herbert Pinzke. Merit 
awards: Advertiser and producer, Collins, 
Miller & Hutchings; art director and art- 
ist, John Averill; Advertiser, General 
American Transportation Corp.; producer, 
Weiss & Geller; art director, Lee King; 


| artist, Al Walthall. Advertiser and produc- | 


r, Container Corp. of America; art di- 
rectors, Albert Kner and Peter Sachs; 
artist, Herbert Pinzke 

Newspapers: Medal award: Advertiser 
and producer, Marshall Field & Co.; art 


director, Frances Owen; artist, Jane Bix- | 


by. Merit awards: Advertiser and pro- 
ducer, Marshall Field & Co.; art director, 
Frances Owen; artist. Marcie Miller. Ad- 
vertiser, Standard Oil Co. (Ind.); produc- 
er, McCann-Erickson; art director, Don 
Buhrman; artist, Don Buhrman—Sund- 
blom, Johnston & White. Advertiser, Ill- 
nois Bell Telephone Co.; producer, N. W 
Ayer & Son; art director, Bill Wood; art- 
ist, Alice Meisenheimer. Advertiser, In- 
ternational Harvester Co.; producer, Mc- 
Cann-Erickson; art director, James Sher- 


man; photographer, H. Armstrong Rob- 
erts. 
Direct Mail: Medal award: Advertiser, 


Container Corp. of America; producer, 
Poole Bros. Inc.; art director and artist, 
Dan E. Smith. Merit awards: Advertiser 
and producer, R. R. Donnelley & Sons; 
art director, Walter Howe; photographer, 
Doug Lang. Advertiser, producer, art di- 
rector and artist, Elsa Kula. Advertiser 
and producer, R. R. Donnelley & Sons; art 
director, Walter Howe; artists, Doug Lang, 
Albert Schlag and Joseph Carter. Ad- 
vertiser, Motorola Inc.; producer and art 
director, George Hirschmann; artist, Dean 
Wessel. 

Display Pieces and Miscellany: Medal 
award: Advertiser, Mercury Records; pro- 
ducer, Jack Kapes; art director and artist, 
Phoebe Moore. Merit awards: Advertiser 
and producer, Wayne Knitting Mills; 
agency, Aubrey, Finlay, Marley & Hodg- 
son; art director, Marilyn De Haan; art- 
ist, Ritter. Advertiser and producer, the 
rt division of University of Illinois Press; 
art director and artist, Ralph E. Ecker- 
strom. 

Editorial Design: Medal award: Adver- 
tiser, Abbott Laboratories; producer, 
Poole Bros. Inc.; art director, Dan Smith; 
artists, Dan Smith and George McVicker. 
Merit awards: Advertiser and producer, 
Abbott Laboratories; art director, Bert 
Ray; artist, Laura Jean Allen. Advertiser, 
Kiwanis Magazine; producer, Kiwanis In- 
ternational; art director, Robert Bruce 
Crippen; artist, Howard Mueller. 
ART—ADVERTISING AND EDITORIAL 

General Subject Matter—b&w: No med- 
al award. Merit awards: Advertiser and 
producer, Whitaker Guernsey Studio; art- 
ist, Dale Maxey. Merit awards: Advertis- 
er, the American Medical Assn.; produc- 
er and art director, Dekovic-Smith; artist, 
Franz Altschuler. Advertiser and produc- 
er, Marshall Field & Co.; art director, 
Frances Owen; artist, Jane Bixby. 


Don 
Studio News, and Dan Smith, art director 
Brothers. 
| 
| General Subject Matter—color: Medal | 
| award: Advertiser, Kellogg Co.; producer, | 
| Leo Burnett Co.; art director, Eva Hoff- | 
| man; artist, Jamie Cohen. Merit awards: | 
| Advertiser and producer, Abbott Labora- | 
| tories; art director, Blayne McCurry; art- | 
| ists, Hans Erni and Robert Hall. Adver- | 
| tiser, Coca-Cola Co.; producer, D'Arcy | 
| Advertising Co.; art director, Wilbur} 
Smart; artist, John Howard. | 

Product Mlustration—b&aw: No medal 
award. Merit award: Advertiser, Joseph 
Schlitz Brewing Co.; producer, Kling 
Studios; art director, E. Willis Jones; 
artist, John McCormack. 

Product Illustration—color: 
this year. 

Editorial Art—b&w and color: Medal 
award: Advertiser, Kiwanis Magazine; 
producer, Kiwanis International; art di- | 
| rector, Robert Bruce Crippen; artist, How- 
| ard Mueller. Merit award: Advertiser, | 
Abbott Laboratories; producer, Fred Stef- 
fen; art director, F. W. Goessling; artist, | 
Fred Steffen. 


PHOTOGKAPHY—ADVERTISING 
AND EDITORIAL 

General Subject Matter—b&w: Medal 
award: Advertiser, Hiram Walker Inc.; 
producer, Foote, Cone & Belding; art di- 
rector, Marvin Potts; photographer, Paul 
Radkai. Merit awards: Advertiser; Hiram 
Walker Inc.; producer, Foote, Cone & 
Belding; art director, Robert D. Dohn, 
photographer, Harold Bacon, Wesley Bow- 
man Studios. Advertiser, Indiana Bell 
Telephone Co.; producer, J. Walter 
Thompson Co.; art director, George Mal- 
lory; photographer, Stephen Heiser. Ad- 
vertiser, Nothwestern Mutual Life Insur- 
ance Co.; producer, J. Walter Thompson 
Co.; art director, Charles Prilik; photog- 
rapher, Karsh. Advertiser, Marshall Field 
& Co.; producer, Kenneth Heilbron; art 
director, Frances Owen; photographer, 
Kenneth Heilbron 

General Subject Matter—color: Medal 
award: Advertiser, Tea Council; producer, 
Leo Burnett Co.; art director, Lee Stan- 
|ley; photographer, Von Vaerle. Merit 
awards: Advertiser, American Meat Insti- 
tute; producer, Leo Burnett Co.; art di- 
| rector, Howard Andersen; photographer, 
H. I. Williams. Advertiser, Dean Milk Co.; 
producer, Leo Burnett Co.; art director, 
Robert Skinder; photographer, Pau! 
Domie. Advertiser, Bell & Howell Co.; 
producer, McCann-Erickson; art director, 
Robert Patterson; photographer, Stephen 
Heiser. Advertiser, Brown-Forman Dis- 
tillers Corp.; producer, Sarra Inc.; agen- 
cy, Ruthrauff & Ryan; art director, Frank 
Cheeseman ; photographers, Norman 
Schickedanz aad Stanley Johnson. Adver- 


No awards 


| 
| 


tiser, Monsanto Chemical Co.; producer, 
Gardner Advertising Agency 
| Product Illustration—b&w: Medal 


award: Advertiser and producer, Marshall 
Field & Co.; art director, Frances Owen; 
photographer, Kenneth Heilbron. Merit 
award: Advertiser, United Mink Produc- 
ers Assn.; producer, Kenneth Heilbron; 
agency, Western Advertising Agency; art 
director, E. Ott; photographer, Kenneth 
Heilbron. 

Product Illastration—color: Medal 
award: Advertiser, Beatrice Foods Co.; 
| producer, Foote, Cone & Belding; art di- 
rector, Jack F. Holmes; photographer, 
Charles F. Kuoni. Merit awards: Adver- 
| tiser, Elgin National Watch Co.; producer, 
| Young & Rubicam; photographer, Paul 
d’Ome Studio. Advertiser, Weco Products 
| Co.; producer, J. Walter Thompson Co.; 
| art directors, George Allen and Frederick 
W. Boulton; photographer, Martin Bau- 
mann. Advertiser, Pillsbury Mills Inc.; 
producer, Leo Burnett Co.; art director, 
Bryan Davis; photographer, Charles F. 
Kuoni. 

Editorial Photography—b&w and color: 
No medal award. Merit awards: Producer, 
McCormick Armstrong; agency, Gardner 
Advertising Agency. Producer, Johnson 
Publishing Co.; art director, Leroy Win- 
bush; photographer, Wayne Miller. Pro- 
ducer, Johnson Publishing Co.; art direc- 
tor, Leroy Winbush; photographer, Wayne 
Miller. 


Sherman, Buscal Join Gartield 


Benson Sherman, formerly an 
account executive for Theodore H. 
Segall Advertising Agency, San 
Francisco, has joined Sidney Gar- 

| field & Associates, San Francisco, 
| as v.p. in charge of the radio-tele- 
| vision department. Estelle Buscal, 
| previously production manager of 
Wank & Wank, San Francisco, has 
joined Segall as production and 
traffic manager. 


CHARLTON MEWBORN 

Derroit,, Nov. 18—Charlton A. 
Mewborn, 69, an advertising sales- 
man and executive of the Detroit 
Times for 21 years, and former 
Sunday advertising manager of the 
Los Angeles Examiner, died yes- 
terday in Henry Ford Hospital. 
Death was attributed to a heart 
attack. 

Mr. Mewborn joined the Times 
in 1931. From June, 1937, to Febru- 
ary, 1938, he was with the Los 


|Angeles paper. He then returned 
| to the Times here. 


JEROME C. BULL 


New York, Nov. 18—Jerome 
Case Bull, 85, chairman of J. C. 


| Bull Inc., died Nov. 16. He founded 


the agency 25 years ago. 

A native of Racine, Wis., Mr. 
Bull was graduated from Harvard 
in 1892 and shortly afterward be- 
came a reporter on the old New 
York World. Later he was editor of 
Flushing Journal, served on the 
desk of the New York Tribune and 
became managing editor of Mun- 
sey’s Magazine. 

Transferring to advertising, Mr. 
Bull became advertising manager 
of Everybody's Magazine and then, 
from 1910 to 1914, of Scribner's. 
Entering the agency field, he was 
v.p. of Frank Presbrey Co. (now 
Cecil & Presbrey) for 15 years. He 
formed his own agency in 1927. 

He was reputed to have handled 
the largest amount of travel and 
resort advertising ever handled by 
one man. 


L.C.McDOWELL 

Tampa, Fra., Nov. 18—L. C. 
McDowell, 61, former advertising 
salesman for the Tampa Tribune, 
died Nov. 12. He retired about ten 
months ago after 31 years with 
the morning daily. 


Hayter Named to Head 
McCann Canada Oftice 

Evan W. Hayter, formerly mar- 
keting and advertising manager of 
Goodyear Tire & Rubber Co. of 
Canada Ltd., has 
been named man- 
aging director of 
the new office of 
McCann -Erick- 
son in Canada 
(AA, Oct. 20). 

The Toronto 
office opens Dec. 
1, the date when 
Mr. Hayter joins 


the agency. A > | 
Montreal office 
will be opened Evan Hayter 


shortly. Both will 

be staffed by Canadians, and 
Montreal will have a specialized 
French staff. No additional ac- 
counts beyond those named in 
AA's Oct. 20 story have been an- 
nounced. 


Weber Backs Dealer Contest 


A. C. Weber & Co., Chicago, ex- 
clusive distributor of Pfaff sewing 
machines in the 24 western states, 
is sponsoring a Christmas interior 
and window display contest with 
prizes totaling $3,000. The contest 
is open only to Pfaff dealers in 
states covered by Weber, and dis- 
tributors under Weber are not eli- 
gible. Winners will be announced 
oo after the contest closes on 

an. 5. 


Richard Bennett to deGarmo 


Richard Bennett Associates Inc., 
New York men’s clothier, has ap- 
pointed deGarmo Inc., New York, 
to direct its advertising and mer- 
chandising. Campaign plans in- 
clude the use of newspapers, mag- 
azines and radio spots. Carl Reim- 
ers Co., New York, had the account 
previously. 


Adds Canadian Subsidiary 


Pillsbury Mills Inc., Minneapolis, 
has acquired a new Canadian sub- 
sidiary, which will be known as 
Pillsbury Canada Ltd., Midland, 
Ont. R. J. Pinchin, formerly presi- 
dent of Copeland Flour Mills Ltd., 
Midland, and Renown Mills Ltd., 
Calgary, is president of the Ca- 
nadian company and y.p. of the 
parent corporation, 
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daytime TV 


The Kate Smith Hour 
ee 4 to 5 p.m, EST 


To reach and sell the women of America, you should have 
these advantages—Kate Smith’s exclusive advantages: 


1. A rating that’s still climbing. Compare this October's 
12.2 to last October’s 11.5*. 


2. Reaches more homes than any other daytime TV show*. 


3. Twice the sales effectiveness, per dollar spent, of the 


average TV show. (NBC’s study, “TV Today.”) 
4. No network competition. 
5. Big 57-station live network. 


6. A merchandising natural. NBC’s Merchandising ser- 
vice will help you capitalize at the point of sale on Kate’s 
famous name and faithful following. 


7. Demonstrated selling success with these famous adver- 
tisers represented now: Procter & Gamble, James Lees, 
Nescafe, Doeskin, Block Drug, Johnson and Johnson, 
Pillsbury, Gerber, Penick and Ford, Minute Maid, Simoniz, 
Knomark, Glidden, Toni. 


Add the inherent advantages of television — action, prod- 
uct demonstration, personal selling—and you have the most 
assured advertising buy you can make in the lucrative wom- 
en’s market. A 15-minute segment every week on the full 
63 station network costs only $138,645, time and talent, 
for 13 weeks. 


*Nielsen October (Average Audience) 


NBC Television 


a service of Radio Corporation of America 


Highest rated 


show you can buy 
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yourself, send it along, too. 


WANTED: 
A TOP FLIGHT EDITOR 


The man we're looking for is well seasoned in trade maga- 
zine editing. He’s completely dependable and has his feet 
firmly on the ground. He’s a graduate engineer and has 
worked for a few years, at least, as an industrial or con- 
sulting engineer. He has the ability and personality re- 
quired to organize and supervise an editorial department 
and is able and willing to be a “working” editor. 


If you possess these requirements, we have an opportunity 
which is sure to interest you. We're expancing our opera- 
tions to include publication of a new magazine, “Consult- 
ing Engineer”, and we're looking for a man capable of 
directing the editorial departments for both “Consulting 
Engineer” and “Industry and Power”, a magazine which 
we've published for over thirty years. Salary is open and 
definitely in line with the importance of this job. 


When applying, please give us, in your first letter, a com- 
plete resume of your education and experience, tell us 
about your family and home, let us know why you think 
we should employ you for this position, and give us your 
salary requirements. If you have a photo or snapshot of 


Please do not telephone or apply in person. We want to 
study all applications carefully. Your application will be 
treated in absolute confidence. Our employees know of 
this advertisement. Direct your application to A. M. Roe, 
Managing Partner, Industry and Power Publishing Com- 
pany, 420 Main Street, St. Joseph, Michigan. 


| tion, as well as being 


Rates: $1.00 per line, minimum charge 


HELP WANTED 


$4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
Per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Kegular card discounts, size and frequency, apply on display. 
ceil 


POSITIONS WANTED 


LOCAL DISPLAY SALESMAN, $70 plus 
commission bonus on gains: 9,000 daily, 
Southeast Kansas. Good opportunity ad- 
ancement in 7-paper group. Give full de- 
tails employment history and references. | 

M. Seaton, Publisher, Coffeyville 
(Kans.) Journal 

NATIONAL TRADE PUBLICATION 
needs an Associate Editor capable of 
getting out issue in absence of other 
members staff. Must be thoroughly ex- 
perienced all phases trade paper publica- | 
able to travel to 
obtain news and special features. Sales 
experience and photographic experience | 
helpful, but not essential. Give full de-/| 
tails and telephone number 

BOX 5413, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING presentation writer for 
one of largest national consumer maga- 
zines. College graduate, age 25-30. Ex- 
perience media promotion, advertising 
agency and/or selling helpful. Must have 
sense of humor, creative abiilty, analytical 
mind, desire to write and work with 
salesmen. Location NYC. Send brief let- 
ter, salary requirements, complete resume. 

BOX 5421, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 

BARNARD 
A service for employers and applicants 
in the fields of advertising and publish- | 
ing. Office and professional. 

Central 6-3178 176 W. Adams Street 
SPACE SALESMAN OUTDOOR 
Metro-L.I. area—bulletin - posters - oppty. 
awaits person selected with exp., or sim- 
ilar type of work - detail exp., ref., salary 

expected. Write 

BOX 5427, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


Information for Advertisers 


No. 4498. The South Marches On. 

From The Progressive Farmer 
comes the third in its continuing 
Crossley studies, “The Rural South 
Today—1952.” In addition to a 
detailed study of reading habits, 
detailed information is also given 
ion income, tenure, family compo- 
sition and ownership of land, live- 
stock and many items of electrical 
equipment. Reflecting advances 
pmade by southern agriculture in 
families reported average income 
fof $5,118—which, in the rural 
South, means a strong buying posi- 
tion. 


No. 4504. News and Views on Ca- 
nadian Radio. 

One of the livelier house organs 
is “Top Dog,” monthly publication 
of Station CKNW, New Westmin- 
ster, B.C., Can. With news and 
views on local marketing and pro- 
gramming, it will be of interest to 
all executives concerned with mov- 
ing merchandise in the Vancouver 
area. 


No. 4505. Quick Picture of Dairy 
Farming. 

In a new folder entitled “Dairy 
Farming—Diversified and Depend- 
able,” Hoard’s Dairyman shows in 
chart form how milk and meat ac- 
count for $7 billion annually— 
21.5% of the nation’s farm income 
—and goes on to make the point 
that “the hen and the sow follow 
the cow”; that animal husbandry 
provides far more than half of the 
farmer’s income. 


ar years, Progressive Farmer | 


No. 4506. Slide Charts as a Sales 
Tool. 

“Four Ways to Get More Sales 
Without More Salesmen” is a new 
illustrated brochure offered by the 
Perrygraf Corp., telling how calcu- 
lators may be used to build a bet- 
ter prospect list, to produce in- 
quiries at the buying moment, to 
put answers at the salesman’s fin- 
gertips, and to present the sales 
message graphically. 


No. 4507. Mirror Reflects Progress. 

“A Few Important Facts About 
the New York Metropolitan Area 
and the New York Mirror” is a de- 
tailed and extensive new book in 
which the newspaper analyzes 
population, retail sales and edito- 
rial services of New York news- 
papers. This is followed by a study 
of the Mirror’s news, editorial and 
feature content, its community 
services, and the findings of a spe- 
cial Politz survey. 


No. 4511. Selling the Education 
Market. 

From the American School Pub- 
lishing Corp. comes a new bro- 
chure, “Selling the School and Col- 
lege Market Today,” telling what 
the market is, who makes it up, | 
how new school buildings are 
planned, how schools select and 
buy, and what to do and what not} 
to do in reaching the buying pow-| 
er in the field. New school and col- 
lege construction is now running 
at the rate of $2.3 billion annually, 


Note: Inquiries for the items listed above will not be serviced beyond Jan. 5, 1953. 


USE COUPON TO OBTAIN INFORMATION 


—please print or type) 


NAME ..... 
COMPANY .... 
ADDRESS 

CITY & ZONE . 


Readers Service Dept., ApverTIsING AGE 
200 E. Illinois St., Chicago 11, Tl. 


Please send me the following (insert number of each item wanted 


the study says. 
| 
| 


TITLE 


STATE 
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ADVERTISING MAN Long established 
fully recognized Rochester, N. Y. adver- 
tising agency wants young man with 
sufficient display advertising experience 
(newspaper or agency) to be of some im- | 
mediate assistance to account executive 
on copy, layout, creative work and detail. | 
Moderate starting salary, but end result} 
for right man can be wide open oppor- | 
tunity. Give full qualifications in first | 
letter—all replies confidential. Our or- 
ganization knows of this advertisement. 
BOX 5419, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
209 S. State St. Ha 7-2063 Chicago 
ARTIST- By Midwest Agency, three 
hours from Chicago, with experience in 
comps, finish and washdrawings. Send 
samples of work with application. Our 
Personnel know of this a 
BOX 5426, ADVERTISING AGE, | 
200 E. Illinois St., Chicago 11, Ill. 


FRED J. MASTERSON | 
ADVERTISING—PUBLISHING 
PERSONNEL 
All types of positions for men and women. | 
185 N. Wabash Fr 2-0115 Chicago 


| contacts. 
| ments, we'll tell you more. 


CREATIVE WOMAN COPYWRITER 
Agcy.-retail-mail ord. exp. Self-starter. 
Plan complete promotions (consumer- 
trade). BOX 5248, ADVERTISING AGE, 

200 E. Lllinois St., Chicago 11, Ill. 


1 AD MAN - AVAILABLE 
Present: Copy and contact for medium 
size agency. Over 5 yrs. agency exper- 
ience in all phases of business. Ran own 
agency for 3 yrs. U. of Ill. grad., 27, mar- 
ried. BOX 5425, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


IT’S TIME FOR A CHANGE 
College grad, 27. Publication Advertising 
Manager earning $5200 per year. Creative, 
reliabie, immune to ulcers. Wants change 
to position demanding initiative, brain- 
work and responsibility. Employer knows 
of this ad. New York or Boston. 

BOX 5422, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


TV EXECUTIVE 

Now in charge of all coordination, pro- 
duction, TV Station detail in one of 
nation’s outstanding TV outlets. Wants 
to transfer into advertising agency in 
ne of exceptional producer or TV man 
with imagination, showmanship, plenty 
of original ideas and plenty of proven 
programs, ready to go. Reputation for 
ability is known from coast to coast. 

BOX 5423, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


HOUSE ORGAN EDITOR, 29, offers ex- 
perience, hard work, ideas, aptitude 
Goal is to learn, earn more. Will serve 
under top-notch editor. Like South, but 
good offer will make me pack in hurry. 
BOX 5424, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
RESEARCH DIRECTOR 
Ex. background, fertile with ideas. In- 
terested in newer techniques. Prefer Chi. 
area, but would relocate for right oppor. 
BOX 5420, ADVERTISING AGE, 
200 E. Llinois St., Chicago 11, Ill. 


| Architecture, Design, 
OUDAL 


MISCELLANEOUS 


| GEBRAUCHGRAPHIK-Mag, of Adv. Art. 


82 issues-1933-39 (Aug) Also items on 


Furniture, Interiors. 
315 Marquette- 


BOOK STORE, 


| Minneapolis 1, Minn. 


SALES MANAGERS! TRAINING 
SUPERVISORS! EXECUTIVES! 
Sharpen up your personnel with my 40- 
60 minute lecture-demonstration of the 
color laws. Opens up your eyes colorwise. 
The 100% right and 100% wrong color 
harmonies illustrated, from the easel to 

merchandise 
BOX 5418, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


NEED KEEN LIBRARY RESEARCH? 
Ph.D. can analyze or abridge, detail or 
digest. $3 per report page. Lee Bradley, 
333 N. Michigan, Chicago 1, Illinois. 


AGENCY MAN WANTS 
TO BECOME CLIENT 


Topflight copywriter and copy direc- 
tor seeks to turn talents to aid of 
manufacturer as advertising and sales 
promotion director. Twenty years’ ex- 
perience in creative and executive 
capacities on some of country’s fore- 
most automotive and industrial ac- 
counts, plus stretch as assistant adver- 
tising manager for nationally known 
paint manufacturer. Well grounded in 
advertising production; good knowl- 
edge of media, scheduling, budgeting; 
familiar with sales problems at con- 
sumer level through five year pre- 
agency sales career. University gradu- 
ate (1927). Energetic. Hard working. 
Prefers Midwest location but will con- 
sider challenging, rewarding oppor- 
tunity anywhere. 
Box 317, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, IIL. 


FARM SPECIALIST. ..young family man, 
$9,000-$10,000 range, seeks key job, pro- 
gressive firm. Coll. grad., aggressive ideas 
strong merchandiser, now promotion adv. 
. large feed mfgr. Farm paper back- 


BOX 5411, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 
DOES YOUR AD AGENCY WANT TOP 
REPRESENTATION IN THE FAR-WEST 
Small well staffed successful So. Calif 
Agency will represent you and retail 
your identity. Complete “know how’"’ rec- 
ognition and experience in TV, Radio, 
Nat'l Magazines, Local Dailies, ete. Sur- 
veys and personal representation you 
won't have to apologize for. Valuable 
Hollywood-Los Angeles, San Francisco 
If you'll state your require- 


BOX 5429, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


We havea problem! 


We are in the business of selling employees the big 
idea that cooperation pays off better than conflict —that unless labor 
and management work together, they will both be out of business. 

We have proved that the best way to sell this big idea 
is through the billboard technique — brief, punchy copy with 
dramatic illustrations that do more than just attract attention. 

This is not a new concept—we have been doing this 
successfully for over 34 years and have a list of clients that looks 
like the Who's Who of American business and industry. 

Then what's the problem? 

We need more help! We want someone who can not 
only plan campaigns but can translate them into billboard form— 
someone who can put into a half-dozen words or less, together 
with a dramatic illustration, an idea that ordinarily would require 
ten times the copy to do the same job. 

Age—Sex—are unimportant. Furthermore, it may not 
require full time. We are interested only in results. 

If you have had sufficient experience in billboard 
advertising and believe your background and ability qualifies you 
to take over this responsibility immediately, write for an interview. 


This is an opportunity to get into the big money. 


BOX 315, ADVERTISING AGE 
200 E. Illinois Street, Chicago 11, Illinois 


4-A AGENCY WANTS 
INDUSTRIAL 
COPYWRITER 


Can you pitch hard-hitting trade and 
national copy to top management, plant 
Operating groups, architects, design en- 
gineers? Can you drive home industrial 
product advantages to distributors, deal- 
ers and end users? If you can—and if 
you're between 25 and 35 years of age, 
aggressive and have three or more years 
experience—there's a copy spot waiting 
you in our growing Chicago agency on 
one of the country's top industrial ac- 
counts. Send complete résumé and sal- 
ary requirements to 


“INDUSTRIAL” 
PRICE, ROBINSON AND 
FRANK, INC, 


Merchandise Mart 
Chicago 54, Illinois 


ADVERTISING COPYWRITERS’ 
CHECKLIST 
1, WHICH OF THESE THINGS 


DO YOU EXPECT FROM A JOB? 
Security; good salary; good working condi- 


tions; congenial associates; opportunity to 
express your creative ideas; opportunity to 
advance? 


2. WHICH OF THESE 
DESCRIPTIONS FITS YOU? 


Experienced copywriter®*; creative, enthusiastic 
idea man, good team player; curious—always 
eager to get out in the field and learn more 
—_ a -_ customers; adaptable— 
able to talk to a client or a typewriter, 
know when to do which? ceetaaiiss 
*Give yourself a plus if you've written a lot 
of industrial copy, but it isn't a must 
Did you check everything under No. 1? We 
have a job that fits all of these requirements 
Did you check all or most of the things 
under No. 2? Then you're the kind of man 
we're looking for. Write and send samples to 
stmeee 

rter Advertising Agency, Inc. 

912 Baltimore Avenue 

Kansas City 5, Missouri 


ASSISTANT ACCOUNT EXECUTIVE 
Advertising Agency handling large air- 
line account needs assistant account ex- 


| ecutive to work actively on the account. 


Ability to write and speak Spanish 
would be helpful but not absolutely 
necessary. Transportation experience 
needed. Good salary and working con- 
ditions. Applications confidential. 


Address—Box 319, Advertising Age 
200 E. Illinois St. Chicago 11, Ill. 
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Sales Potential for 
TV Sets in Chicago 
Reported as 650,000 


Cuicaco, Nov. 18—The Chicago 
Tribune reports an over-all po- 
tential market for more than 660,- 
000 television sets in the Chicago 
metropolitan area in a study just 
released, “The Opportunity for TV 
Set Sales During the Second Of- 
fensive in the Chicago Market.” 

The study is based on 3,000 in- 
terviews throughout Chicago and 
the suburbs. 

According to the reports, an 
analysis of the purchase dates of 
the 1,150,000 television sets in use 
in the area shows that approxi- 
mately 500,000 are 7”, 10” or 12” 
screens. This is confirmed in the 
paper’s study, in which it was 
found that 36% of the TV-owning 
families reported TV screens of 
less than 14”. Three per cent didn’t 
know the size. 

An additional replacement mar- 
ket is noted among large-screen 
owners who are dissatisfied be- 
cause sets don’t fit home decora- 
tive themes or because perfor- 
mance is poor and for other rea- 
sons. 


8 Replacement plans by only 10% 
of these owners would mean a 
market for more than 60,000 sets, 
the study points out. 

Replies in the survey show that 
19.3% of non-owners in the area 
definitely plan to buy sets. This 
adds 103,072 prospects, to bring 
the total to more than 660,000. 


Buys New ABC Morning Show 


American Larder Supply Corp. 
has signed to sponsor the new Sat- 
urday morning housewife quiz 
show, “Payroll Party,” over the 
American Broadcasting Co. radio 
network. The show bowed Nov. 22, 
10:30-10:55 a.m., CST. The com- 
pany will feature Winter Seal 
building materials and the ALSCO 


Food Plan Club on the show. M. J.| 


Jacobs Inc., New York, placed the 
business with the network. 


A creative advertising executive 


chafing behind his present fence seeks a 
fresh, green pasture in which he can gallop 
at top speed. His 18 years in foods, cos- 
metics, pharmaceuticals, refrigeration, elec- 
trical equipment, institutional sales qualify 
him for heavy responsibility in almost any 
consumer or industrial activity. To the 
right account executive, copy-contact, or 
management opportunity he will bring un- 
usual ability in copy, art direction, mer- 
chandising, and ad From it 
he will ask a challenge, a future, and a 
starting figure about like his present plus 
$15,000. His wife, two children, A.B. 
degree, minor vices, major virtues, and 
39 years are all additional assets. 


Box 320, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


ration. 


FOR RENT 
7,500 SQ. FT. 
OFFICE SPACE 
Air Conditioned — 40 Windows 
Large Terrace — Upper Floor 
Excellent Transport. Facilities 
Prominent Midtown Bldg. NYC 
SUITABLE FOR 
ADVERTISING Company 
EXECUTIVE Offices, etc. 
Principals Only—Box No. 316 
ADVERTISING AGE 


801 2nd Ave., New York 17, N. Y. 


SALES PROMOTION 
AND ADVERTISING MAN 
Merchandising, catalog, dir. mail, mail order, 
contact exper. Works well with top mgmnt. 
Willing to tackle tough job. Strong on copy, 
layout, long-range planning. College gradu- 
ate. Chicago or New York. 

Box 321, ADVERTISING AGE, 
200 E. Illinois St. Chicago 11, Ill. 


Available: 


NEED A SEASONED 

ADVERTISING EXECUTIVE? 

More thon 20 years’ experience—4A agency, man- 
vfocturing, retailing. Thorough knowledge all 
phoses advertising, publicity, sales promotion 
Able administrator; creative. College graduate 


Age 51. Vigorous health. Available Jonvary 1. 
Box 318, ADVERTISING AGE 
200 E. illinois St., Chicago 11, Ill. 


, 
4 aes 


J 


| 


nances and general rules of state 


‘Poor Richard Award 
Going to Wm. Paley 


PHILADELPHIA, Nov. 19—William | 
S. Paley, chairman of the board 
of Columbia Broadcasting System, 
will be the 1953 recipient of the 
Poor Richard Club’s Gold Medal 
of Achievement. 

Mr. Paley was chosen because 
of his efforts to build the CBS 
network into one of the world’s 
greatest advertising media and for 
his long record of public service. 

The 50-year-old radio and. tele- 
vision executive will be given the 
award at the Bellevue Stratford 
Hotel here Jan. 17, the birth date 
of Benjamin Franklin, patron 
saint of the nation’s oldest adver- 
tising club. 


ms Mr. Paley is a graduate of the 
Wharton School, University of 
Pennsylvania. 

In 1950, he received a Pennsyl- 
vania Ambassadorship Award dur- 
ing Pennsylvania Week for his ef- 
forts in behalf of the state. In 
World War II, Mr. Paley served in 
Europe with the Office of War 
Information and the Army. 

Last year’s recipient of the Gold 
Medal Award was Gen. Douglas 
MacArthur. Other winners have) 
{been Dwight D. Eisenhower, | 
Charles E. Wilson, Paul G. Hoff- 
man and Robert McLean. 


Wieland Named Pure Oil Co. 
General Merchandising Head 


John Wieland, v.p. for Leo} 
Burnett Co., Chicago agency, will | 
join Pure Oil Co., Chicago, on Jan. 
1 as general mer- 
chandising man- | 
ager. 

Mr. Wieland 
has been working 
on the Pure Oil 
account since 
March 1. Previ- 
ously he had 
been with Stand- 
ard Oil Co. of 
Ohio in Cleve- 
land for almost 
20 years in the 
|merchandising 
'and advertising departments. Mr. 
Wieland will have headquarters in | 
| Chicago. His post is a new one} 
with Pure Oil. | 


John Wieland 


| Some Can Do It, Some Can't | 
'—Sell Meter Ads, That Is | 


The Dallas city council, with an 
eye on a possible $50,000-a-year 
income for the city, has approved 
a three-month test for advertising 
on parking meters to determine 
public reaction. | 

In Buffalo, however, Mayor Jo- 

seph Mruk vetoed an ordinance 
amendment to permit advertising 
material on meters on the ground 
that it would violate city ordi- 
|mances and general rules of state 
llaw applying to the use of the 
| city’s streets. He said that to do it 
legally would require state legis- 
lation and pointed out that Gov. 
Thomas E. Dewey vetoed a bill 
introduced during the 1951 session 
for that purpose. 


Swank Buys DuMont Show 


Swank Inc., Attleboro, Mass., 
will sponsor “Steve Randall,” the 
latest TV private eye, over the Du- 
Mont Television Network, starting 
Nov. 28. Time for the men’s jew- | 
elry manufacturer was bought, 
through Albert J. Silberstein-Bert | 
Goldsmith Inc. | 


Communications Will 


by Economic Club 


Cuicaco, Nov. 18—Mass com- 
munications will be the subject of 
the 1952-53 series of formal dinner 
meetings to be given by the Eco- 
nomic Club of Chicago. 

The first meeting, at the Palmer 


Opinion Research Corp., with a 
discussion on measuring results in 
the fields of communications. This 
final talk will be held in the Con- 


|rad Hilton May 11. 


House next Monday, Nov. 24, will! 


have Charles Douglas Jackson, v.p. 
of Time Inc. and publisher of For- 
tune, as speaker. He will discuss 
magazines. 

Mrs. Oveta Culp Hobby, execu- 
tive v.p. of the Houston Post and 
executive director of KPRC and 
KPRC-TV, Houston, will discuss 
the newspaper on Jan. 22, at the 
Palmer House. 

On March 23, at the Conrad Hil- 
ton Hotel, Frank Stanton, presi- 
dent of Columbia Broadcasting 
System, will talk about television 
and radio. 

The series will be concluded by 
Dr. Claude Robinson, president of 


Guest cards for non-members 
are $8 each. 

The program committee for the 
club is headed by Fairfax M. Cone 
of Foote, Cone & Belding. 


Bendix Home Appliances 
Streamlines for Expansion 
Bendix home appliances divi- 
sion of Avco Mfg. Corp., South 
Bend, Ind., has consolidated its 
advertising and merchandising de- 
partments for the company’s 1953 
expansion into the kitchen appli- 
ance field (AA, Nov. 17). William 
A. MacDonough, national mer- 
chandising manager, has been pro- 


|moted to head the enlarged de- 


partment. Edward C. Herbert, for- 
merly advertising manager for 
Victor Adding Machine Co., has 
been named advertising manager. 
Wilbur C. Jones, Bendix sales pro- 
motion manager, has been pro- 
moted to merchandising manager. 

Raymond E. Miller will be: 


kitchen appliance sales promotion 
manager, and Jack Sullivan has 
been appointed laundry appliance 
sales promotion manager. Mr. Mil- 
ler was Bendix dryer sales promo- 
tion manager and Mr. Sullivan 
formerly was product promotion 
manager for Zenith Radio Corp. 
Other appointments include R. F 
Lowery as sales promotion coordi- 
nator; R. J. McHale as production 
manager; Douglas V. Traver as 
assistant to Mr. Miller, and John 
Kerner as assistant to Mr. McHale. 


Let’s Get the 
Picture Straight 
o+-@ second way 


See next week’s issue 
of Advertising Age 


(ADVERTISEMENT) 
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proved... 


National Dealer” Survey 


Positive. . 
that patented 


1. 74% reported sales increased an 
average of 14% following erection of 
brand-name sign. (increases ranged from 
5 to 55%.) 


2. 94% said that PLASTILUX signs had 
established them in the community as the 
DEALER for the product on the sign. 


3. 62% reported they have stocked a 
more complete line of the product since 
the PLASTILUX sign took effect. 


4.79% said their clerks pushed brand- 
name products more after sign went up. 


5. 97% reported PLASTILUX signs have 
brightened their storefronts and 87% 
said it brought in more prospects. 


6. 99% of dealers reported PLASTILUX 
signs easier to maintain than neon signs. 


¥ We recently asked 100 dealers, from 
each of 16 national sign accounts, to give 
us their honest opinion of PLASTILUX 
signs after a year's use. A full report, 
minus company and product names, will 
be furnished upon request. 


PLASTILUX signs 


brighten 


gqorettonts 
and draw more people in. . . 


“Our PLASTILUX sign is the only one in Clinton. It can 
be spotted about half a mile away and brightens the whole 
sidewalk,” answered one dealer who is identified by a 
nationally-known brand name. Thousands of dealers who 
have erected PLASTILUX signs featuring a specific brand 
name know the extra value of brightening their storefronts 
to draw prospects in. 


Actually, 97% of the dealers who answered’ our recent 
survey question said, “Plastilux brightened ou: storefront.” 
And 87% reported “more prospects”. 


Customers see these bright storefronts and know where to 
buy the nationally-advertised products. 


If you want to add this payoff-power and cash in on all your 
other advertising, brand your dealers. Our SIGNvertising 
Engineer will outline a complete dealer identification pro- 


gtam for you without obligaton. 


Get SIGNews: 


Sent free to advertising and sales people. It's 


Use 


the voice of SIGNvertising, keeping you in- 
formed of the newest in dealer identification and 


Point-of-Purchase developments. 


® 


SM 


OF SELLING With StGms 


WRITE FOR MORE DETAILS 


NEON PRODUCTS, INC., 3005 NEON AVE., LIMA, OHIO 


NEW YORK, CHICAGO, LOS ANGELES, DETROIT; REPRESENTATIVES IN PRINCIPAL CITIES. 
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Point of Sale Approach to Negro Market 
Described for N. Y. Merchandising Execs 


New York, Nov. 19-—Although 
advertisers have become accus- 
tomed to using Negro media such 
as newspapers and magazines for 
their promotions to the Negro mar- 
ket, there is great reluctance to 
carry these specialized promotions 
into point of sale display. 


Let’s Get tho 
Picture Straight 
2 ++@ second way 


See next week’s issue 
of Advertising Age 


oe 
(ADVERTISEMENT) 


In a talk on “Tapping Special 
Markets” before the Merchandising 
Executives Club of New York, Ed 
Boyd, former assistant manager o/ 
special developments for Pepsi- 
Cola Co., discussed some of the 
problems encountered by the bev- 
erage manufacturer in promoting 
its product through point of sale. 

Advertisers are fearful of of- 
fending white dealers by their use 
of Negroes in point of sale, he 
said, and therefore look askance 
at merchandising a promotion to 
this degree. Sentiment and tradi- 
tion, rather than reason, still dic- 
tates much action in this field, Mr 
Boyd commented. 


® His own company was no excep- 
tion but was finally persuaded tc 
get out what Mr. Boyd believes 
was the first Negro display piece 
Its acceptance was beyond expec- 
tations. Almost 100,000 of these 
displays have been ordered, he 


— 
1 


YOUR 


WESTERN 


(Grocery and Drug Products) 


|said, and the yreatest acceptance 
has come from southern dealers. 

The display shows a life-size 
female grocery clerk offering a 
carton of Pepsi-Cola. In order to 
be sure that the clerk would not 
look like a domestic—a characteri- 
zation in advertising which offends 
Negroes, according to Mr. Boyd— 
she wears a Pepsi-Cola button on 
her apron strap and an order pad 
protrudes from her pocket. 

Discussing the Negro market in 
general, Mr. Boyd said: “Since 
people make markets, it follows 
that groups of people which cir- 
cumstance has brought together 
and who share strong ties because 
of peculiar circumstances make 
special markets. Within certain of 
these groups or markets circum- 
stance has made the ties especially 
strong and binding.” 


a The Negro market is important 
as such, he said, because it con- 
‘orms to the above and, in addi- 


tion, is a market with “steady 
gainful employment and _ ever 
nigher standards of living.” It 


numbers more than 15,000,000 peo- 
ple and has an income of $15 bil- 
lion, the speaker said. “In both 
numbers and income the U. S. Ne- 
gro market substantially exceeds 
that of Canada.” 

Based on Census Bureau figures 
showing $15 billion income for 
Negroes, Mr. Boyd broke down 
their percentage expenditures as 
*ollows: 


Item % 
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Proved Low-Cost 


“BRANDS YOU KNOW” 


Group-Couponing 
Program For 
MARCH, 1953 


your Western sales need a lift—if you want to improve 
e sales position of your product —if you want to expand 
our Western retail distribution... here is a thoroughly 


proved group-couponing program that will do the job for you 


at a minimum cost. You can 
Western areas! 


coupon any or all of 10 key 


Less than 1‘ per couron 
Includes coupon printing, mailing and postage! 
Rates run from $7.50 (34¢ per coupon) to $12.00 per thousand, 
depending upon the number of participants sharing the costs. 
Every expense of coupon production and mailing is included 
even postage! No other charges! 


in your one low cost 


NEXT BIG MAILING IN MARCH, 1953 


70 million “BRANDS YOU KNOW” coupons were mailed to 4 
million Western families during 1952. Here are a few of the 
leading manufacturers who participated. 


Albers Milling Co. 

B. T. Babbitt Co. 

Best Foods Co. 

The Borden Co. 
Colgate-Palmolive-Peet 


Dr. Ross’ Pet Foods 
Durkee Famous Foods 
Fisher Flouring Mills 
The Frito Co. 

General Foods Corp. 
Corn Products Refining Co. Thomas J. 


M. J.B. Coffee Co. 

Purex Corp. 

Quaker Oats Co. 

Real Gold Citrus Products 
C. A. Swanson & Sons 


Lipton, Inc. Wesson Oil & Snowdrift 


Write, wire or phone any Western Empire office for a sample 
kit of the “BRANDS YOU KNOW” Fall coupon mailings and for 
full details on areas, quantities, dates, costs, etc., of the 


coming March, 1953 mailing. 


“BRANDS YOU KNOW” 


a division of WESTERN EMPIRE pirect advertising Co. 
Formerly the Hecht-Arms Co.) 

612 HOWARD ST., SAN FRANCISCO 5, CALIF., GARFIELD 1.8500 
BEN B. VAIL + 141 East 44th Street, New York 17, N.Y. + Murray Hill 7-4631 
DON McLEESE + 333 No. Michigan Avenue, Chicago }, Ill. * CEntral 6-2733 
J. E. RANSBURG * 1009 Waimany Street, Honolulu 14, Hawaii + Phone 56354 


,tion of Negro personnel in repre-| 
sentative categories has been espe-| 
cially effective in helping to in-| 
fluence sales in the Negro mar-| 
ket,” according to Mr. Boyd. “It is| 
not hard to understand why this 
|would be true. Because of the 
‘conditions which have caused 
lthem to live, think and act as a 
| group, Negroes, in their own in- 
terest, have become increasingly 
|zonscious of the need to support 
by their purchases the products of 
| companies which have seen fit to 
lemploy qualified Negroes and as- 
| sign them to jobs in line with their 
| aptitudes and training. 


|@ “This is almost an unwritten law 
and is practically unfailing. On the 
other hand Negroes have often 
|taken more drastic action against 
|companies which have refused to 
lemploy representative Negroes | 
‘while enjoying the patronage of| 
|Negro consumers. This has some-| 
times taken the form of boycott.” 

In connection with this, the 
speaker commented that such pro- 
grams as “Amos 'n Andy,” “The 
3eulah Show” and “The Great 
Gildersleeve” do not meet with 


general approval by Negroes be- 
cause their portrayals of colored | 
people ridicule and caricature the 
race. 


Ruth Jcnes Joins Compton 

Ruth Jones, formerly with Ben- 
ton & Bowles, has joined Compton 
Advertising, New York, as time 
buyer, She succeeds Frances Vel- 
thuys, who has resigned. 


Names Royal & de Guzman 
American Map Co., New York, 
has appointed Royal & de Guzman, 
New York, to handle promotion 
and advertising for its line of 
Cleartype and Colorprint maps. 


D’Aiutolo Joins O. L. Taylor 
John H. D’Aiutolo, formerly 


|with WOR-TV, New York, and 


WCBS, New York, has joined the 
New York sales staff of O. L. 
Taylor Co., radio representative. 


Advertising Age, November 24, 1952 


1OWA CONFEREES—Congratulating each other on the outcome of the fall adver- 
tising conference held by the marketing and journalism schools at State University 
of lowa are Prof. Wendell R. Smith (left) and Prof. Ellis H. Newsome (right). 
Looking on is Robert J. Keith, v.p. in charge of advertising and merchandising, 
Pillsbury Mills, who was the featured speaker at the conference's closing session. 


Bell Thinks New Republican Leaders 
Have ‘Major Business Setback’ Ahead 


New York, Nov. 19—“The new 
Republican administration will 
probably have to deal with a 
major business setback before its 
lease on the White House expires.” 

That prediction was made last 
night by Elliott V. Bell, editor and 
publisher of Business Week, a 
McGraw-Hill publication, before 
the Economic Club of New York. 

“For some time there have been 
increasing signs that we have 
reached an advanced stage in the 
business cycle,” Mr. Bell, a former 
state superintendent of banks, said. 
The recession, he added, whether it 
comes within the next six months 
or the next two years, is not ex- 
pected to be deep or disastrous, and 
the new administration, he said 
will meet the threat successfully. 


® Among the signs that the “big- 
gest boom in history” is drawing to 
a close, Mr. Bell said, are “tighten- 
ing money rates,” and “narrowing 
profit margins.” He pointed out 
that “houses are being built faster 
than young people are getting mar- 
ried,” that the peak of armament 
spending is probably not 
ahead, that capital expansion has 
reached its zenith, 


first time since 1929, we have a 
great boom in industry with 


world-wide weakness in commodi- | 


ty prices. 

“What it boils down to,” he said, 
“is this: There is enough steam in 
the boiler to carry the current eco- 
nomic boom well into next year if 
not farther. The stimulus of a new 
administration more friendly to 
business may easily carry us to 
new heights of business activity. 
But the signs of an impending set- 
back are already visible. 


@ “The new administration will 
certainly have to deal with the 
problems of business recession,” 
Mr. Bell said, “and it may face 


far) 


that exports | 
have dropped, and that “for the) 


those problems before the coming 
year is over. Much will depend, 
obviously, on the kind of economic 
policies the new administration 
pursues. Much will depend also 
upon the actions and policies of 
American business in the months 
ahead. 

“The leaders of American enter- 
prise, particularly those who man- 
age and direct large corporations, 
must see to it in the months ahead 
that the policies they pursue are 
wise and constructive, not merely 
from the standpoints of their own 
companies but from the standpoint 
of the country as a whole. 

“I have entire confidence,” Mr. 
Bell said, “that the new adminis- 
tration can and will successfully 
meet this threat of business re- 
cession. It will do so, not just by 
spending more government money, 
but rather, as Gen. Eisenhower has 
said, it will mobilize the full power 
of private industry and the various 
state governments to work with 
the federal government. Business, 
labor, and agriculture all have a 
vital part to play in such an ef- 
fort.” 


® “Perhaps the first essential,” Mr. 
Bell suggested, “is to make sure 
that the existing boom does not 
run away into a final splurge of 
speculative excesses stimulated by 
the new upsurge of confidence. 

“What is needed on the part of 
both business and government,” he 
said, “is the kind of policies that 
will tend to reduce the risks of 
both inflation and collapse. I see 
no reason why we should not have 
such policies.” 


Secord Candy Promotes Two 
Laura Secord Candy Shops Ltd., 
Toronto, has promoted Grellan C. 
Vauthier to general sales manager 
and A. R. Lang to sales manager 
for Ontario. Mr. Vauthier and Mr. 
Lang have been associated with the 
company for several years. 


The Fabulous Southwest 


The Nation's Largest Trade Territery 


Strategically located and 
free from the influence of 
other cities, El Paso’s news- 
papers dominate the larg- 
est single trade territory in 
the United States. 


Twe Separate Newspapers — One Low Rate Buys Both 


The El Paso Times El Paso Herald-Post 


An Independent Newspaper 
Morning and Sunday 


A Scripps-Howard Newspaper 
Evening 
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Radio Continues to 
Get Big Audiences 


in Kansas: Whan 


Wicnita, Kan., Nov. 20—Dr. 
Forest L. Whan of the University 
of Wichita has produced another 
effective sales tool for the radio 
industry in his 16th consecutive 
annual study of listening habits 
in Kansas. 

Based on door-to-door inter- 
views and diary reports, the study 
reached a total of 7,050 families 
and results show radio is stronger 
than ever in the state. 

Of course, television is hardly 
a factor in Kansas. There are no 
TV stations within the state yet 
and Dr. Whan found only 10.0% 
of Kansas families owned a set 
at the time of the survey—last 
April. 


8 Some highlights of Dr. Whan’s 
report are: 

1. Nearly every Kansan owns 
uw radio, the percentage for all 
homes reaching 99 this year, com- 
pared to 98% in 1951 and 97.4% in 
1950. 

2. There are more multiple set 
homes, with 46.1% of Kansas 
families having at least two sets, 
compared to 35.1% in 1949 and 
29.4% in 1945. 

3. Of all the families inter- 
viewed, 58.8% have at least one 
car radio, compared to 54.4% the 
previous year. 


® To find out how often these sets 
are used, an “in-home activities 
diary” was left with every third 
family interviewed. Dr. Whan’s 
diary is comprehensive, to say the 
least. It covers not only radio lis- 
tening, but the cemplete in-home 
activity of a Kansas family during 
the course of a day. Thus, Dr. 
Whan’s tables and charts tell you 
how much time family members 
spend reading a newspaper or 
magazine, visiting or “just rest- 
ing.” One table even documents 
the “types of persons at home and 
awake by quarter-hours on week- 
days.” The following table gives 
the tabulated results on radio 
usage: 

WEEK- SATUR- SUN- 


DAY DAY DAY 
Percentage of all 
time in home and awake 
spent using radio: 
Women, over 18 .... 44.1% 38.3% 46.8% 
Men, over 18 27.8 23.8 36.5 
Teen-agers, 12 to 18 31.5 40.5 33.8 
Children, 4 to 11 17.9 13.3 29.6 


Advertising Age, November 24, 1952 


BIGGER LEADER—Helene Curtis Industries, 
which says its Suave hairdressing has a 
“7-401 leadership in soles over all women’s 
hairdressings,” hopes for more saies with 
this larger ‘6-oz.) size plastic squeeze flask. 
Gordon Best Co., Chicago, is the agency. 


An important footnote to this 
table points out that “during 63.2% 
of this radio time, individuals were 
also engaged in other activities as 
they listened.” Dr. Whan follows 
this up with a detailed breakdown 
of these “other activities.” For in- 
stance, during the weekdays wo- 
men have the radio on 39.6% of 


the time in which they are work- | 
ing in the home; and on Sundays, | 
also use the radio during) 
60% of the time spent in reading a) 


men 
magazine. 


®# A final tabulation shows the 
average Kansas family uses the 
radio 9.14 hours during a weekday, 
8.09 hours on Saturday and 10.26 


hours on Sunday. This makes ra- | 
dio usage the leading in-home ac- | 
tivity on Sunday and a close sec-| 


ond to “working in the home” dur- 
ing the rest of the week. No other 
activity comes close to these two. 
Dr. Whan’s 1952 study had new 
questions on out-of-home listening. 
The percentage of all individuals 
using out-of-home radio on an 
average day was found to be 38.9% 
on a weekday, 39.7% on Saturdays 
and 41.1% on Sundays. A table 
indicating use by quarter-hours 
shows that the peak out-of-home 


listening comes between 1 p.m. and 
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SHARP repropuctions 


from your mats - CONGRESS 


mats give better reproduction because only deep, sharp, 
clean, hand-finished Congress electrotypes — made directly 
from your original — are used for your mat patterns. 


CONGRESS ELECTROTYPE CO. 


DETROIT © 1326 East Congress Street © Woodward 3-3974 
CHICAGO © 919 North Michigan Avenve ® Superior 7-8056 


5 p.m. 

Dr. Whan has an equally com- 
prehensive report on station pref- 
erence. There is a quarter-hour 
breakdown on share of audience, 
plus elaborate charts and tables 


showing station preference in 
every section of the state. 
There are important regional 


differences. Dr. Whan demon- 
strates this clearly by dividing the 
state into eight districts and show- 
ing the audience strength of local 
stations. 


Round Chain Names Ad Head 


Donald E. Ehlenfeldt has been 
appointed advertising manager for 
Round Chain Companies, Cleve- 
land. Mr. Ehlenfeldt formerly was 
sales promotion manager for Wil- 
lard Storage Battery Co., Cleve- 
land. The Round group now in- 
cludes 11 companies manufactur- 
ing chain, material handling equip- 
ment and related products. The 
plants are located in Bridgeport, 
Conn.; Trenton, N. J.; Cleveland; 
| Birmingham; Chicago; Seattle; 


| Portland, Ore.; San Francisco, and | 
‘salesman and sales supervisor. 


| Los Angeles. 


‘McCall's’ Appoints Two 

Mrs. Joan McCall has been ap- 
pointed fashion account specialist 
in the sales promotion department 
of McCall's, New York. Mrs. Mc- 
Call will be in charge of merchan- 
dising and promotion plans in 
the fashion classification. 

Gil Lea, formerly Philadelphia 
advertising manager of Business 
Week, has been appointed to the 
sales staff of McCall's. 


Appoints Vickers & Benson 

Lines Bros. (Canada) Ltd., 
Montreal maker of Thistle and 
Pedigree toys and baby carriages, 
has appointed Vickers & Benson, 
Montreal, to handle its advertising. 
The Christmas campaign will in- 
clude a full-page, four-color comic 
section ad as well as large space 
copy in daily newspapers. 


| Lightning Fastener Names S.M. 


Lightning Fastener Co., Montre- 
al, has promoted T. L. Dickinson 
to industrial sales manager. Mr. 
Dickinson was district sales man- 
ager. With the company since 1939, 
he has served successively as a 


Storm & Klein Agency Moves 
Storm & Klein, New York agen- 
cy, has moved to larger offices at 
331 Madison Ave., where it now 
occupies the entire third floor. 
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WHAT'S 
THE MENU 


LS NNN NE RONEN POET 


SOUNDS like a transposition, but don’t blame the proof- 
reader—it’s deliberate. 


Almost as important as immaculate linen and gleaming 
silver in appealing to customers is a crisp, colorful, well- 
printed menu card. 


When the menu is on Buckeye Cover, as it’s likely to be 
in most of the recommended restaurants, the customer gets 
an immediate favorable impression. Not only the color and 
texture but also the feel of this famous cover stock—made 
from rags and finest purified woodpulp—proclaim its quality. 


THE BECKETT 
PAPER COMPANY 


MAKERS OF GOOD PAPER 
IN HAMILTON, OHIO, SINCE 1848 
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You Ought to Know . . Beatie 


At the turn of the century, the Confederate veterans of the Civil 
War, of whom there were still quite a few, decided to hold a reunion} 
in Memphis. 

The Cotton Belt railroad wanted Texas 
veterans to use the railroad’s facilities for the 
trip East, so the general passenger agent asked 
the chief rate clerk to get up some sort of 
promotion which would induce attendance by 
the veterans. 

The rate clerk got up a folder with a pic- 
ture of Gen. Lee on the cover. It went over 
so well that the entire Texas delegation de- 
cided to go via Cotton Belt and the general 
passenger agent walked into the rate clerk’s 
office one day and told him, “You're now the 
advertising agent of this railroad.” 


® That’s how Herbert Spencer Gardner got 
his start in the advertising business. Next 
month he celebrates his 80th birthday. He has just celebrated his 50th 
anniversary in the advertising agency business, the last 17 of which 
he has been chairman of the board of Gardner Advertising Co. 

Back in those early days, advertising for the Cotton Belt was done 
by newspapers located along the 
railroad line and the system of 
payment was very simple: The 
railroad traded passes for news- 
paper space. 

“In those days, getting a rail- 
road pass was quite different from 
today. Usually, only officials got 
them,” Mr. Gardner recalls. When- 
ever a newspaper wanted a pass 
he would issue one over his signa- 
ture. There was never any close 
check, but Mr. Gardner figures 
that both the railroad and the 
newspapers came out even. 


H. S. Gardner 


® In that halcyon period of the ad- 
vertising business, any expenditure 
that reached four figures was 
noteworthy. Advertising Agent 
Gardner got what he believes to 
be the first—and up to then, larg- 
est—single appropriation ever used 
in farm papers when he talked the 
railroad into spending $4,000 in 
that medium to lure settlers who 
wanted out of the cold North. 
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Advertising Age, November 24, 1952 


H. E. St.| agency could meet its own debts. 

After nearly a year of this, Mr. 
this account and in 1902 also got| Lesan journeyed out to St. Louis 
the Cotton Belt s advertising agent. | and a meeting was held one morn- 
When he joined as v.p., Mr. Gard-| ing. At 10 a.m. the agency decided 
ner took a $50 cut in monthly|to part company with the di- 
salary, to $100, because “that’s all| rectory publisher. By 2 p.m. all 
he would give me,” but he joined | debts were paid off and the Lesan 
the agency anyway because the| agency returned to its original 


| Advertising, 
Louis agency funded in 1900, got | 


Lesa 


future looked good. He was 80' status. 
right. | 

|@ But within a few hours another 
® Shortly after Mr. Gardner | meeting was held, and by the day’s 
joined, agency president Lesan|end Mr. Lesan and Mr. Gardner 
took sick and went to Europe,| agreed to part company, Mr. Lesan 
along with his doctor, for two taking ail the eastern accounts 


years. The relatively inexperienced 
v.p. was put in charge of the six- 
man staff. One of the office boys 
at this time, incidentally, was J. F. 
Oberwinder, now president of 
D’Arcy Advertising Co. 

Some of the accounts handled by 
Lesan were the Cotton Belt, Wa- 
bash Railroad, Ralston-Purina Co. 
and Hamilton Brown Shoe Co. “We 
were very proud that we had ten 
clients who were spending $1,000 
a month or over,” Mr. Gardner 
said. 

In 1907, Mr. Lesan garnered the 
advertising account of the New 
York Central Railroad, a_ nice 
plum, decided to open a New York 
office, and at the same time 


and Mr. Gardner the western. 
Reorganization was completed 
in a few months and, in 1908, 


owner—with a $10,000 interest in 
the company. 

There were some 50 employes 
then. Today Gardner Advertising 
employs about 250 in its two of- 
fices. The board chairman can’t 


had at its inception, but last year 
than $16,000,000, he says. Agency 


stock now has a book value of 
$1,127,000. 


\s The biggest difference in run- 


Gardner Advertising Co. was in-| 
corporated, Mr. Gardner as sole | 


recall what size billings the agency | 


billings amounted to a little more} 


of marriage. Nine years later, in 
1939, Mr. Gardner married again. 
“I'll bet I’m the only man in the 
world who ever went on a wedding 
trip with 14 people,” he says 
laughingly. He married the pres- 
ent Mrs. Gardner while she was 
working as a hostess on a cruise 
to Mexico. 

There are a number of things 
that Mr. Gardner is very proud 
of: They include the fact that 
the agency has never missed a dis- 
count in the payment of bills dur- 
ing its entire 50 years. The agency 
has 108 stockholders, all of whom 
| are employes—including secretar- 
ies with as few as two shares— 
and the largest shareholder owns 
only 15%. 


|m At every Gardner birthday, each 
lemploye receives a personal let- 
ter from Mr. Gardner. He points 
to these policies as among the rea- 
|sons that many of the agency’s 
personnel are longtime employes. 

The agency is equally proud of 
| its boss: 

On his almost bare desk top is 
a pen set with an inscription to 
the man who “built the ladder 
by which we rise,” a 30th anni- 
versary tribute. The gold watch in 
|his vest pocket was given five 


merged with the Gould Directory | ning an advertising agency, noW| years later “from his devoted em- 
Co., publisher of the St. Louis di-| and then, as Mr. Gardner sees it,| ployes.” The newest addition is a 
rectory. Mr. Gardner was put in is the additional service the client | plaque, recently hung on one of 
charge of the St. Louis office while gets today. Besides writing copy,| the walls in Mr. Gardner's office, 


Mr. Lesan handled everything in 
New York. 


® “That directory was all outgo 
and no income for almost a year,” 
Mr. Gardner recalls wryly. Ad- 


vertising space was sold for what- | 


ever the publisher could squeeze 
from the advertiser by press time. 

But it wasnt enough, because 
in that one year a $60,000 bank 
debt was run up and the agency 
was having trouble keeping its 
financial head above water. Mr. 
Gardner literally ran down to the 
post office weekly to pick up the 
checks from the prompt-paying 
New York Central account, so the 


| 

This DEALER'S | 

93 DODGE AD 

pulled 12000 
ind Days! 


HETFIELD-QUEENAN, St. Paul 
Dodge dealer and one of the 
Northwest's largest, knew thet 
the '53 Dodge 4-color, full 
page announcement ad in the 
St. Paul Dispatch - Pioneer 
Press was going to create tre. 
mendous consumer interest so 
they tied in/with a large, 
newsy ad of jtheir own. Let 
Harold Quednan, president, 
tell you what“happened in his 
own words: 


QVECEE CEPT CECE PEPE EEE EEE 


a) 


"The 12,000 visitors to our 
showroom in 3 days time was 
the greatest response we have 
ever had in our entire Dodge 
dealership history.” 


PRESIDENT, HETFIELO—QUEENAN 


NEWSPAPER 
ADVERTISING SELLS For complete information on 
this invaluable aid to art director” 
and production men, write Dept. A-10. 


WARWIC 


RIDOER * JOHNS, INC. — REPRESENTATIVES 
niw * CHICAGO + DETROIT 
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WARWICK’S NEW TYPE 
SERVICE ELIMINATES 


PASTE-UP ON MANY JOBS! 


TYPOGRAPHERS 
INCORPORATED 


920 Washington Ave. ¢ St. Louis 1, Mo. 
+++ overnight by rail and air from nearly all U. S$. 
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|buying space and billing, the 
j}early Gardner agency did little 
| else. 
| “In the early days it was mainly 
| how good a space buyer you were. 
We had to live on our wits then.” 
To paraphrase, it meant how 
well ex-rate clerk Gardner could 
lread fluctuating rate cards and 


how astutely he could determine) 


which publisher was the smallest 
|liar about his circulation figures. 
| Today, Gardner Advertising, 
|like most others, does surveys, 
| merchandising, has two test kit- 
|chens, a domestic science depart- 
|ment and a consumer panel. 

| “There ought to be more and 
|more of this activity,” Mr. Gard- 
ner feels. 


| 
|s A trim, small-statured man with 
rimless glasses, a white mustache 
and a like-colored thatch of hair, 
| the board chairman is usually in 
{his Rockefeller Plaza office from 
|10 am. to 4 p.m., although he 
| confesses: “I don’t have to do very 
much work but I keep very close 
| track of what’s going on.” 

His first wife died after 37 years 


for “50 years of conspicuous serv- 
ice.” 


Pacific Outdoor Expands 

Pacific Outdoor Advertising Co., 
Los Angeles, has started building 
a large plant addition opposite its 
present office and plant. The addi- 
| tion will house an enlarged car- 
penter shop and facilities for com- 
pleting preliminary steps in the 
fabrication of plywood cutouts 
used on painted bulletins, and the 
purchasing department and stock 
| room. 


| Lu Bassett Joins WMOH 

Lu Bassett, formerly with 
WELC, Welch, W. Va., has been 
appointed promotion manager of 
WMOH, Hamilton, O., Mutual sta- 
tion. 


SIMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 


1926 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


AMERICA'S 
FIRST 
ENGRAVER 


DAY-NIGHT 


712 FEDERAL STREET, CHICAGO 5, 


—— 


_ 
REVERE PHOTO ENGRAVING CoO. 


ILL, WA 2-8816-7-8 
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AT NBP’S FALL MEETING—Attending National Business Publications’ annual fall meeting in New York were 
some who held their hands behind their backs—from left, Rufus Choate, Scott-Choate Publishing Co.; Leonard 
Tingle, Butterick Co.; Russell L. Putman, Putman Publishing Co.; Richard P. Smith, W. R. C. Smith Publishing 
Co.; and G. K. Thornton, Scovill Mfg. Co. Then there were a number of right-handers—Joseph S. Hildreth, 


NBP Asks Circulation Ad Groups 
to Include Both Paid and Non-Paid 


(Continued from Page 1) | wider use by publishers of Nation- 
Assn. of Advertising Agencies, has al Industrial Advertisers Assn.’s 
each passed resolutions favoring a publisher's sales presentation form, 
business publications circulation and more impartial readership sur- 
auditing service which will pro- veys. 
vide pertinent circulation data on Gene Wedereit, president of 
both paid and non-paid subscrib- NIAA and advertising director of 
ers; Tube Turns & Girdler Corp., was 

“And whereas, National Busi-| the moderator. 
ness Publications, an organization NIAA’s publisher’s sales presen- 
of publishers of both paid and tation form was mentioned by sev- 
non-paid publications, believes eral members of the panel as par- 
that buyers of advertising space ticularly helpful to advertisers and 
are entitled to a standardized cir- agencies. It is as important to pin- 
culation audit that will disclose point media selection as it is mar- 
such pertinent data; kets, it was pointed out. The NIAA 

“Therefore, be it resolved that form, it was said, encourages pub- 
NBP petition, and hereby does lishers to disclose the true nature 
petition ABC and CCA, the two of their publications and to adhere 
existing qualified auditing organ- to basic standards. Publishers’ rep- 
izations, to provide a standardized resentatives were urged to use the 
circulation audit to include both forms more extensively. 
paid and non-paid circulation; 

“And be it further resolved that ® The market a publication reach- 
a certified copy of this resolution es, its editorial content and stand- 
be sent to each of the foregoing ards, and its format were cited as 
auditing organizations, respective- frequently more dependable yard- 
ly requesting the creation of such sticks of evaluation than mere sta- 
auditing facilities.” tistical data. 

Differentiation of magazines as 

® Mr. Harper told AA that he Vertical or horizontal was called 

inadequate and frequently mis- 

leading. Many industrial papers to- 

day, it was said, overlap several 

fields, and their over-all coverage 

has to be analyzed for specific 
market values. 

Presentation of NBP’s progress- 
for-people citations were made to 
the following agencies: Oakleigh 
R. French & Associates; Gotham 


would place a certified copy of the 
resolution in the hands of Adin L. 
Davis, managing director of CCA, 
today. CCA is holding its annual 
meeting here today and tomorrow. 

In his annual report, Mr. Har- 
per presented statistics on NBP’s 
growth and made four specific 
suggestions for new activities. 
NBP now has a membership of 140 as 
publications, with combined circu- Advertising Agency; Schuyler 
lation close to 4,000,000, and total Hopper Co.; BBDO; McCann- 
net advertising revenue of more Erickson; G. M. Basford Co.; St. 
than $40,000,000, Mr. Harper said. Georges & Keyes; Benton & Bowles; 


One year ago, membership was 125 Henry J. Kaufman & Associates. 


publications, and in 1950 it was 89. ‘ 

Mr. Harper's suggestions includ- Compton Gets P&G's Gleem | 
ed increasing the membership to Bg wm & a Circe 
200 publications in 1953; one big ventana SS ae ee ce 
annual meeting of the organiza- advertising for its new dentifrice, 
tion instead of two, with regional Gjeem. 


conferences throughout the year; 


‘Most Newspaper Promotion Is ‘Too Little 


Chilton Co.; Leslie Watt, Watt Publishing Co.; Kingsley Rice, Technical Fublishing Co., and G. Carroll 
Buzby, Chilton Co. Others: Harvey Conover, C -Mast Publications, both hands on glass; Arthur F. 
King, King Publications, a leftie; George Hayes, Penton Publishing Co., hand in pocket, and Robert E. 
Harper, executive v.p. of NBP, fist clencher. 


| market. 
i | 2. Develop a simple selling con- 
and Too Late’ Media Man Tells NNPA Meet °°?! (ike “It Takes Two"). 
3. Hammer this selling concept, 
Cotumbus, O., Nov. 18—News-| factors like the effect of television or theme, home repeatedly. 
paper promotion men took a gentle | on newspaper reading; qualitative 
tongue-lashing here today from | as well as quantitative readership # Joel Irwin, advertising promo- 
an agency media man. | data, and information about what! tion manager of the employe- 
The occasion was the central re- hours of the day papers are read, owned Cincinnati Enquirer, offered 
gional meeting of the National what amount of time is devoted the assembled promotion men sev- 
Newspaper Promotion Assn., and to newspaper reading, and where | eral methods that might be used to 
the critical speaker was Bruce the paper is read—in the home, garner more national advertising. 
Hardy, manager of the department | the office, or while riding to or| These included: 
of markets and media for McCann-'| from work. | 1. More promotional activity on 
Erickson’s Cleveland office. One promotion idea that he) the part of newspaper representa- 
Mr. Hardy’s principal criticism likes, Mr. Hardy said, consists of | tives. In some instances, he _ 
of newspaper promotion was that taking a series of facts about one | representatives may find it feasi 
it tended to be “too little and too’ market and placing a single fact) to hire promotion men of their own 
late.” Of the 95 daily newspapers on a post card and sending the) to coordinate promotion activit 
in Ohio, he said, about 80% of cards out at regular intervals.|for all papers. Eventually, rep 
them have never sent any promo-| These cards have attention-getting sentatives will get around to hafi- 
tional material to his office. value, he said, and at the end of | dling mostly those papers that ha 
Small papers are the worst of-| the mailing all the data contained | essentially the same problems in 
fenders, but they are by no means on the individual cards is compiled | their individual markets, he pr 
the only ones that fail to supply in a single folder that is sent out | dicted. 
agencies with the information that to the same list. : 
they need to aid in proper media’ Mr. Hardy advised promotion/®@ 2. Repeated trade publication ade 
selection, he added. men against using unusual sizes vertising. The most effective cam» 
and shapes for their material. Me-| paign, he said, is one that g 
® “Agencies need up-to-date, ac- dia people like to have data readily | after the same trade paper aud 
curate market information at their available in their files, he said, and| ence month after month, repeati 
fingertips,’ Mr. Hardy said. He the best size for this purpose is the|the same theme and using sho 
then outlined in detail what types standard legal, or 8%x14", format. succinct copy. ; 
of data should be compiled and 3. Merchandise your advertisi 
made available by the newspapers’ # The problems of a No.2 newspa-|»Y Mail to your advertiser an 
promotion departments. These in- | per in a market were outlined at | 28€DCY list. ; 
clude: yesterday’s ad promotion session | _4. Don’t do excessive mercham 
1. When do people buy? What by Mel Barker, promotion manag-| “ising. In competitive markets, M 
time of the day and what days of er of the Chicago Sun-Times. Irwin said, newspapers tend to t 
the week? Many agency men will tell|@nd “out-merchandise’ competin 
2. Where do people buy? In sub-| newspapers that their trade paper | Papers. It is better, he said, to d 
urbs or downtown? In large, small advertising is “dull,” Mr. Barker|# ™inimum of merchandising, b 
or intermediate-size stores? said, because it contains too many |‘t© be sure and “merchandise yo 
3. What is the biggest advertis- facts and figures. However, he|™erchandising, particularly to th 
ing day for your paper? |added, what these observers tend advertiser for whom you are doing 
4. What are the various brand |to overlook is the fact that news-| the merchandising. 
preferences of your readers? | papers must talk about circulation. 
5. What is the nature of your, One reason for this is that maga- 
market? How have population and | zines, radio and television can’t 
residential shifts affected it since| offer comparable local circulation 
the last time similar data were or listenership figures that are 
collected? How about industrial competitive with newspaper fig- 
changes? Changes in the age pat- ures, Mr. Barker said. Still another 
terns of readers of your paper? | reason for extensive use of circula- 
tion figures is that a newspaper in 
® The speaker also stressed the Many cases is selling against an- 
importance of data on reading|other newspaper, rather than 
habits. Such data should include against other media, he added. 


8 A circulation promotion panel 
headed by Charles Kistenmacher of 
the St. Louis Globe-Democrat 
voiced several views of the primary 
function of circulation promotion, 
and the majority of those joining 
the discussion agreed on one major 
item: The chief function of circu- 
lation promotion is to keep current 
readers sold, not to attract new 
readers. 

Clarence Harding, public rela- 


establishment of courses related to 
business magazine publishing in 
schools of journalism, and estab- 
lishment of a sales training insti- 
tute for personnel of NBP mem- 
ber-companies. 


@ The panel session on top man- 
agement’s evaluation of the busi- 
ness press emphasized manage- 
ment’s widespread use of business 
papers. 

Both Col. Williard F. Rockwell, 
board chairman of Rockwell Mfg. 
Co.. and William E. Umstattd, 
president of Timken Roller Bear- 
ing Co., said that they use busi- 
ness papers extensively and inten- 
sively as sources of information, 
that business papers are required 
reading by key men in their organ- 
izations, and that the larger part 
of their advertising budgets is 


,; tions director of the South Bend 
# To compete with other newspa-/| Tribune, told a readership and re- 
pers in Chicago, the Sun-Times} search session of the meeting that 
started a promotion campaign it was important for a paper to 
stressing the theme that it takes| ake itself the headquarters for 
two papers to sell the Chicago mar-| any and all information on its par- 
| ket. Its figures were based on data ticular market. 
| obtained for it in a duplication (of 
newspaper buying) study con-|s Market data folders alone can’t 
ducted by Publication Research! do the job, Mr. Harding said. Con- 
Service. ditions change, and it becomes nec- 
The success of the campaign to essary to supplement regular mate- 
show advertisers that the Sun-| rial with up-to-date bulletins. And 
Times could do an “added job” is| much of the data needed can be se- 
evidenced by linage figures for the cured right from the pages of your 
first ten months of 1952, he added. | own paper, he added. 
These show the Sun-Times with New officers of the central region 
a gain over the same period last group elected at the two-day meet- 
year of 69,000 lines, which is about ing were Joe Lynch, promotion 
60,000 lines more than the increase manager, Grand Rapids Press, 
| shown by any other Chicago paper. president; Andrew Hertel, promo- 
tion manager, Milwaukee Sentinel, 
@ Mr. Barker offered three simple list v.p.; Charles Kistenmacher, 
rules for developing a good promo- promotion manager, St. Louis 


: the Nati 
spent for business paper space. born, eccopts the 


The panel session on selling 
methods to save time for adver- 
tiser, agency and publisher urged 


DUFFY ACCEPTS—Ben Duffy (center), president of Batten, Barton, Durstine & Os- | 
. Dd. bit : 


Benjamin Fairless (right), president of U. S. Steel Co., as Russell L. Putmon, presi- 

dent of Putman Publishing Co. and retiring president of NBP, looks on admiringly. 

The Silver Quill award is presented each year for “distinguished service to business 
and industry through the business press.” 


enavel Silver Quill ewerd from | tion campaign: Globe-Democrat, 2nd v.p.; and Joel 


1. See what your paper offers an Irwin, advertising promotion man- 
| advertiser that he doesn’t get from ager, Cincinnati Enquirer, secre- 
| any other paper he is using in your tary. 
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Duncan Hines Is Big 
Success as a Label 


(Continued from Page 3) 
scratch.” This proved to be too 
ambitious an undertaking, how- 
ever, and instead he began looking 
for a name that already had ac- 
ceptance 

In “Duncan Hines” he found a 
natural—‘“a name that meant good 
food and good eating.” 

Under a temporary arrangement 
with Mr. Hines, seven selected 
products were test marketed. The 
tests were highly successful and 
Mr. Park worked out his franchise 
program after deciding that it 
would be too costly to pack and| 
distribute Duncan Hines foods} 
through an entirely new organiza- 
tion. 

“It just seemed to make sense 
to carry the labels to the food rath- 
er than to cart tne food all over 
the country,” Mr. Park explains. 
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MORNING SUNDAY EVENING 


National Representative: 


7 


WINSTON-SALEM 


JOURNAL and SENTINEL 


hout he... 


The Winston-Salem JOURNAL 


& SENTINEL are the ONLY papers 


H 


4 


°1/9th* of North Carolina's Population 


in the South offering a Monthly Gro- 
cery Inventory—an ideal test market. 


The Winston-Salem JOURNAL 


& SENTINEL are the ONLY papers 
9-county segment of North Carolina. 


completely blanketing an important 


1) handling 


Hines-Park was set up in 1948, 
but actual marketing of Duncan 
Hines foods began only two years 
ago. 

Duncan Hines food merchandis- 
ing has two basic operating princi- 
ples: (1) quality you can taste or 
see and (2) aggressive advertising 
and promotion. 

Regarding the first point, Mr. 
Park states emphatically that the 
Duncan Hines label goes only on 
high quality products. All the 
products must have a government 
grade A or fancy rating and must 
meet the high standards of the 
quality control department main- 
tained by Hines-Park at Ithaca. 


® The Hines-Park franchise deal 
differs from others in that manu- 
facturers are offered not only a 
license, but a formula for the 
product as well. Mr. Park gave AA 
the following examples of how 
product quality is guaranteed: 

1. Duncan Hines ice cream con- 
tains 33% more butterfat than the 
average ice cream. 

2. Duncan Hines bread uses un- 
bleached flour, honey instead of 
sugar and plenty of milk. 

3. Duncan Hines frozen orange 
juice is the only product of its kind 
to use Valencia oranges exclusive- 
ly. 

4. Duncan Hines tomato products 
were not marketed in 1950 be- 
cause of a bad tomato crop. 


® Hines-Park expects each of its 
licensees to back a Duncan Hines 
food with heavy promotion. A 
franchise obligates a manufacturer 
to spend no less than 2% of his 
wholesale volume for advertising, 
with 14%% spent locally and the 


i}other half of 1% going into an in- 
‘| stitutional fund for national adver- 


tising. 


The Duncan Hines products are | 


spld through a centralized broker- 
age setup, with one or two brokers 
all the Duncan Hines 
foods for a given area. The em- 
phasis is on distribution through 
chain supermarkets. 


‘cessful of all the 
en Nebraska Con- 
Co., Omaha, maker 


| The most s 
| licensees has | 
solidated Mills 
;of Duncan } 
| Through Gard 
| St. Louis, Cor 
chalked up a 
in a 16-month 


ines cake mixes. 
er Advertising Co., 
olidated Mills has 
remarkable record 
market-by-market 


campaign that now covers 30 
States. 
@ J. Allen Mactier, v.p. of Con- 


solidated Mills. reports sales of 
Duncan Hines cake mixes are now 
running at $10,000,000 annually. He 
told AA that Consolidated adver- 
tising has zoomed to $130,000 a 
month and that, on the basis of 
sales in 30 states, Duncan Hines 
cake mixes have moved into a 
strong fourth place for the entire 
nation, “right on the heels of the 
Big Three.” 

When Consolidated Mills enters 
a market, a consumer has a hard 
time not hearing about the cake 
mixes. It uses large newspaper 
space, 24-sheet posters, redemption 
coupons, and radio and television 
spots. In 30 days Consolidated Mills 
spent $75,000 in St. Louis, with 
the result that sales of Duncan 
Hines cake mixes there are now 
higher than the combined sales of 
all other brands. The same holds 
true for Consolidated’s home town, 
Omaha, and the company also 
claims brand leadership in Denver 
and Des Moines 

AA reported last July 21 that a 
razzle dazzle promotion for Duncan 
Hines cake mixes gave the estab- 
lished brands a real scare in Min- 
neapolis, home town of General 
Mills and Pillsbury. 


# When possible, Consolidated 
Mills times its market introduc- 
tions with a special promotion for 
Duncan Hines himself. That was 
the formula in Minneapolis and it 
was repeated this week in Chicago. 
In October “Duncan Hines Days” 
were held in Opalousas and 
Shreveport, La., Indianapolis and 
Evansville, Ind., Cincinnati and 
Little Rock. 


regular advertising with a flock of 
|free publicity. For example, in 
Chicago this week Mr. Hines made 
13 appearances on radio and tele- 
vision programs, hitting both net- 
work and local shows. In the 
course of these appearances Mr. 


6 Gast Ih Shreet 
e Murray Kill 7-AMT4 


photography in 


all its phases... 


Industrial . Feed 
Hill. Life . Nlustration 


The result is an augmenting of | 
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— oe ~ =e plug ~ ~ rent Family Circle quotes a house- 
ood products. In addition, the wife as follows: “George, that’s my 
Chicago restaurants which are rec- husband, always insists on restau- 
ommended by Mr. Hines had plac- rants that Duncan Hines approves. 
= on all — pg o — = when we heard about Duncan 
welcomin im to e city for) Hi i oat” 
= . ae ines cake mixes ‘sg ; 
uncan Hines Week. The whole sales policy of Hines- 
Park is summed up in the follow- 
8 Officials of Consolidated Mills ing statement by Mr. Park: 
were somewhat miffed by the re- “Good eating is good business. 
fusal of Chicago’s Mayor Kennelly | Our business is good eating. It is 
to do what other mayors have done | the only business we have. We do 
— officially declare a “Duncan| not have price lines or price brand. 
oe =. a — ae We are willing to stake our future 
at Mayor ennelly inform on the premise that Americans 
Consolidated that this is only done! want and will buy better food and 
for dead people. However, it was| we hope to help bring it to them 
pointed out that Chicago did have}on an efficient and satisfying 
an official “Gen. MacArthur Day” | basis.” 
last spring. | 

Consolidated *” 1s is shooting for|m As yet, Hines-Park has run a 
ag Rapeseed of peg negligible amount of national ad- 

ines cake mixes early in - it) vertising. However, next year 

. . | , ’ , 
_ Acer gn “tn = a — in| when distribution will be wider, it 
the Kroger edition o e Novem-/is planning to run a $125,000 in- 
ber Family Circle. And next month stitutional campaign. The Hines- 
it will begin the same market-by-|} Park agency is Mr. Park’s own, 
market drive for another Duncan} Agricultural Advertising & Re- 
Hines product—buttermilk pan-| search. 
cake mix. The following are the food man- 
| ufacturers licensed by Hines-Park 
| (not counting those making the ice 
cream and bread): 

Louis Maull Co., St. Louis, steak, Wor- 
cestershire and seafood cocktail sauces: 
Cella Vineyards, Fresno, Cal., wine vine- 
gars. H. W. Madison Co., Cleveland, pick- 
careful investigation to determine | '!es. Nebraska Consolidated Mills, Omaha 
Pe : - 7 _| (two licenses), mixes; Knouse Foods, 
if sad preseny sen willing to od i: | Peach Glen, Pa., apples and cherries; St. 
gressive ran promotion, with t € | Mary's Canning Co., Sidney, O., tomato 
emphasis on food quality. | products; Gardner Canning Co., Broken 

Mr. Park firmly believes there is | 4tTow, Okla., meats; Stegner Canning Co., 

i ’ | Cincinnati, meats; Fossgate Citrus Coop- 
a large, untapped market for erative, Orlando, Fla., frozen Petro 
quality goods, even though they | Haines City Cooperative Growers, Haines 
may be priced higher than compet- City, Fla., fresh oranges, gift packages; 
ing products. About “most news- Mushroom Growers Canners Cooperative, 

sig “ee ot “_| Kennett Square, Pa., mushrooms. 

paper food advertising,” he has| James H. Black Co., Chicago (two li- 
this to say: “It has all the glamour | censes), salad dressings, jams and jellies; 
and taste appeal of these words set Oo. J. Van Houten & Zoon, New York, 


® One of the interesting facets of 
Hines-Park merchandising is the 
absence of price selling. Mr. Park 
explained to AA that before issu- 
ing a license Hines-Park makes a 


in bold type: 2 No. 2 Cans 19¢ s»| cocoa; Imperial Brands, Inglewood, Cal.. 
- ee eee i * | cookies. 
Mr. Park is therefore willing to| Also: Santa Barbara Frozen Foods, 


gamble on what he believes is a/| Santa Barbara, Cal., frozen french fries; 


f . Umatilla Canning Co., Umatilla, Ore.. 
natural desire for good food. As he canned and frozen peas, asparagus, frozen 


puts it, “The human stomach is @/ melon balls; Woolson Spice Co., Toledo 
great undeveloped sales potential.” | and New York (two licenses), coffee and 


Most of the Duncan Hines foods | SPi¢es: Fleetwood Coffee Co., Greensboro, 
rel " N.C., and Nashville (two licenses), cof- 
are priced 


high, competitively | fee; Duncan Coffee Co., Houston, coffee: 
speaking. (The bread, for example, | Country Gardens, Milwaukee, peas, corn, 
| sells at 25¢ a loaf.) Thus, an ad mixed vegetables; Puritan Co. of Ameri- 


. : nme ca, Chicago (two licenses), olives and 
| placed for Duncan Hines ice cream cherries; Besco Products Co., Orlando, 
Says: Fla., pimentos, and Westfield Planters 


“It costs a little more, but | 
remember, you’re getting a distinc- | 
| tive ice cream, richer, truly dif-| 
| ferent.” KONA. Hawaii's Ist TV, Bows 

| KONA, Honolulu, Hawaii’s first 
television station, began operations 
| Monday evening, Nov. 17, on Chan- 
nel 11. The station operates on 5 
kilowatts, but has an order with 
General Electric for a 50-kilowatt 
amplifier. GE claims its engineers 
installed the equipment for the sta- 
tion within ten days after it had 
been delivered, which is a record 
time. 


Cooperative, Westfield, N. Y., grape juice. 


s However, even when the prices 
are competitive, as they are with 
the cake mixes, Duncan Hines food 
advertising always features the 
quality claimed for the products. 
This remains uniform because 
Hines-Park must approve the con- 
tent of all ads placed by licensees. 
The ads run by Consolidated 
Mills even promote higher costs by | 
encouraging the use of fresh eggs| Three Name Kal, Ehrlich 
as being “vital to a better cake.” Kal, Ehrlich & Merrick, Wash- 
The same stress on the use of ington, has been reappointed to 
fresh eggs will be used in all the handle advertising for 1953 for the 
ads placed for the pancake mix. Allied Florists of Greater Washing- 
Sales executives of Consolidated | ©”. The , also has been 
Mills point out that this policy has Secnite teak Weenie” be 
paid off in a phenomenal amount! Bowie Race Course, Bowie, Md. 
of repeat sales. 


® Another basic ingredient of Dun- BUA MS) aise) ae 7. tis 
can Hines food advertising is the 
merchandising of Mr. Hines him- 
self. Almost all the ads run by 
Consolidated and other licensees 
use a picture of Duncan Hines, ex- 
plaining who he is and what his 
reputation is. The page in the cur- 
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COMPLETE STORY—This eight-page four-color ad in the December issue of Coronet 

will spearhead merchandising on the Hammond chord organ. The ad, costing $42,752 

(about 40% below the Coronet card rate), is being merchandised with reprints 

enclosed in a two-color cover, which are being used extensively by dealers. A 

similar eight-page ad for Hallmark greeting cards also appears in Coronet’s De- 

cember issue, under a new program which Coronet is pushing to develop eight-page 
“sections” (AA, Nov. 17). 


Bedding Makers 
Will Boost Ad 
Budgets in ‘53 


ing year. It will be based in part 
on brand name acceptance, Leo 
Burnett Co. is the agency. 


s At Sealy Inc. here, Executive 
| V.P. Roger Lawrence said the cur- 
rent budget, which runs to next 
July, is some 25% over the pre- 
vious one. 

The manufacturing group has 

(Continued from Page 2) |made a major media switch from 

check shows that increased ad-|magazines to television and is 
vertising budgets generally ap-| sponsoring “Balance Your Budg- 
pear to be on tap for next year.|/et” on CBS through April. Mr. 

Englander Co., Chicago, will| Lawrence believes Sealy is the 
hike its 1953 budget to increase/ first in the bedding industry to 
its magazine and newspaper cov-| utilize TV in this manner. The 
erage. Advertising Director Rich-| Sealy group also conducts a heavy 
ard W. Girvin said newspapers| newspaper campaign and has had 
will be used in some 100 cities.|a national outdocr program. Its 
Plans call for an entirely new, | agency is Olian & Bronner. 
double pronged attack this com-| 
s The industry’s business pros- 
| pects, which were complicated this | 
year by the steel strike, now ap- 
pear to be good. It was pointed out 
that the strike came just prior to 
|the traditional fall peak season, 
which this year was described as 
almost of boom proportions. 

Because of the strike, the in- 
dustry expects steel to continue 


Let’s Get the 
Picture Straight 
«+-@ second way 


lieve the situation. 

As to foam latex, the conven- 
tion was told technological ad- 
vances, plus its more nearly nor- 
|mal cost, have put this industry 
in its first economically sound pe- 
-_ 
|s Simmons Co., Chicago, has in- 
creased its budget 15% and will 
| spearhead its 1953 campaign with 
|“It’s News to Me,” the Columbia 
Broadcasting System television 
show, according to Frier McCollis- 
ter, merchandising manager. 

Full-color pages will be con- 
tinued in American Home, Bride’s 
Magazine, Farm Journal, Life, 
Living for Young Homemakers, 
McCall’s, The American Weekly, 
The Saturday Evening Post, This 
Week Magazine and Woman's 
Home Companion. Special promo- 
tions with full-color spreads will 
appear in Life and The Saturday 
Evening Post. Young & Rubicam 
is the Simmons agency. 


Firestone Promotes Shipman 
Harry D. Shipman has been pro- 
moted to trade sales manager of 
Firestone Tire & Rubber Co. of 
Canada, Hanilton, Ont. Mr. Ship- 
man was transferred to Firestone’s 
Canadian organization earlier this 
year as merchandise manager. 


Joins Nathan Fein Advertising 


Ted Kaufmann, formerly an ac- 
counts service manager for Ted 
Bernstein Associates, New York, 
has joined Nathan Fein Advertis- 
ing, New York, in an executive 
oosition. 


Appoints Renee Babitts 

Friend, Reiss, McGlone Adver- 
tising, New York, has enlarged 
its public relations department and 
named Renee Babitts as director. 
Previously, Miss Babitts was with 
the Fashion Bureau of New York, 
and before that, with Nancy Lee 
Waring, public relations consult- 
ant. 


IT's IN THE BAG 
when you use photos in your 
promotions. Surveys prove 
people prefer them. Pictorial 
mags. end newspapers 
top circulations becouse of 
them. SINGLE PRINTS or 
money-saving sub. avoil- 
able. Write for FREE Proof- 
book No. 11. 

EYE*CATCHERS, Inc. 
. 207 €. 37th St., N.Y. City 16 


MacFarland, Aveyard & Company 


333 NORTH MICHIGAN AVENUE, CHICAGO, ILLINOIS 
An Advertising Agency 
serving the following clients, each among 
the leaders in its field 


ALEMITE — Division Stewart-Warner 
BANKERS LIFE COMPANY + THE CELOTEX CORPORATION 
COOK ELECTRIC COMPANY + DREWRYS LIMITED, U.S.A. INC. 
THE FORMFIT COMPANY + THE HALLICRAFTERS COMPANY 
MARTIN-SENOUR PAINTS + SKIL CORPORATION 
STANDARD KNITTING MILLS, INC. + STANDARD STEEL SPRING COMPANY 


STEWART-WARNER CORPORATION 
Stewart Die Casting Division - South Wind Heater Division 
Auto A . Marine | it 


UNITED WALLPAPER, INC. 


tight through the first two quar- 


e ters of 1953, with a gradual easing 

from then on. If demand continues | 

See next week’s issue |heavy, the current squeeze being 
7 felt by the industry will continue. 

of Advertising Age However, there is a customary | 
falling off of trade in the first two | 

(ADVERTISEMENT) quarters which is expected to re-| 


| 
| 
| 
| 
| 
| 
| 
| 
| 


‘Thomas F. McGrath 


; and Associates 


Fi: your information 
(and use) we show 
above the name and 
address of one of 
America’s finest 
engravers. . . color and 
black-and-white. 


What a market! 


@ More than 800,000 year ‘round 


residents 


@ Over a billion in retail sales annually 

@ Greater Miami leads nation in 
construction for 4 straight years 

@ Number of Florida firms nearly 
doubled since 1944 

@ 15 superior rankings for Greater Miami 


Sell Mushrooming Miami and ALL of 


Florida’s Billion Dollar — 
Gold Coast Market 


= 


— thru a single, low-cost medium! 


in Sales Management's survey 


And what a medium!—The blanket 
coverage of The Miami Herald delivers 
the entire booming Gold Coast market 
in one low-cost package. See your 
SB&F man for the profit-building 


facts, today. 


JOHN S. KNIGHT, Publisher 
STORY BROOKS & FINLEY, Notionol Reps 
Affiliated Stotions — WQAM, WQAM-FM 


MIAMI -- An International Market 
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Names Hutchins Advertising 

Fasco Industries Inc., Rochester 
manufacturer of electric fans, ven- 
tilators and drills, has appointed 
Hutchins Advertising Co., Roch- 
ester, to handle advertising for its 
consumer division, effective Jan. 1. 
Consumer magazines, dealer dis- 
plays, folders and direct mail will 
be used. Charles L. Rumrill & Co., 
Rochester, had the account previ- 
ously 


Fitting Boosted to Manager 

John W. Fitting Jr., acting man- 
ager of the Portland office of West- 
Holliday Co., newspaper represent- 
ative, has been promoted to man- 
ager. He was named acting man- 
ager three years ago when Mal- 
colm C. Smith was recalled to ac- 
tive duty as an officer in the Air 
Force. Mr. Smith, now returned 
from service, has been promoted 
to New York sales manager. 


P 


Repeat Orders From 
* CAMEL CIGARETTES 

* WESTINGHOUSE 

* CALVERT 

* GENERAL ELECT2IC 

* U.S. RUBBER 

ond Hundreds of Others 


LASTIC DECAL 


NO ADHESIVE—NO MOISTENING — YET IT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Dealers say “Yes” at first 
glance. It's a new type of plastic decal that is revolu- 
tionizing point of purchase merchandising. Saves its 
own cost on “put-up time” alone. For samples and 
details write 


the AD-STIK Company 


5850 Center Ave. + Pittsburgh 6, Po. 


Character Added: 
That's Schaefer's 
Claim for Its Beer 


(Continued from Page 1) 
ities that add up to character. And 
without character, beer just isn’t 
beer!” Mr. Schaefer declares in the 
ad. 

Schaefer is the first of the major 
brewers to swing its appeal to a 
different area, although Ruppert 
has launched a new Ruppiner dark 
beer, which does not have the 
“pale, light and dry” characteristics 
of other beers. On the West Coast, 
Acme has a “Bulldog Beer,” which 
emphasizes an appeal to men. And 
Guinness has been booming its 
stout as appealing to people who 
want a different taste, stressing a 
flavor “twice as strong as beer.” 

At a luncheon in September 


Advertising Age, November 24, 1952 


| (AA, Sept. 29) which marked the 
brewery’s 110th anniversary, Mr. 
Schaefer said flatly that “you 
|won’t see any ‘lighter than light’ 
or ‘drier than dry’ beer made in 
the Schaefer brewery...I think 
|the American public prefers a 
good, full-flavored beer.” 

Batten, Barton, Durstine & Os- 
born is the agency. 


LIGHTER BEERS USE 
LESS MALT, HOPS 
WASHINGTON, Nov. 
ber near beer? The drift to light 
and dry beers in the industry has 


19—Remem-_| 


per barrel dropping to 29.6 lbs. of 
malt and 0.39 Ibs. of hops. 


s During the years of allocation, 
during the war, brewers had to cut 
back the amount of malt they used. 
It went from 33.7 in 1943 to 28.0 in 
/1944, 25.4 in 1945, and up to 28.6 
in 1947—still a year of shortage. 
In 1948 and 1949, the malt ratio 
went up, and in the latter year 
reached 30.7 Ibs., but it’s been de- 
'clining ever since. 

In fact, the materials used by 
brewers (other than water) have 
|declined. Where in 1939 brewers 


had some astonishing results for|Were using an average of 50.8 lbs. 


the makers of the traditional ele- 
ments, malt and hops. 

Before the outbreak of World 
War II, the average brewer used 
36 lbs. of malt and three-fifths of 
a pound of hops for every barrel 
he produced—or so figures for fis- 
cal 1939 testify. 

In the fiscal year which ended 
June 30, 1952, the average brewer 
was using one-sixth less malt and 
one-third less hops, with the ratio 


You win every way...in Pp 


In Progressive Architecture you can make more sales 
calls at less cost...and sell all the way—to every mem- 
ber of the architectural design and specification team. 


> 


PROGRESSIVE ARCHITECTURE 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


WORLD'S LARGEST PUBLISHER OF ARCHITECTURAL BOOKS 


of grains, sugars and syrups per 
barrel, in 1952 it had dropped to 
45.5 Ibs. 

As the amount of malt and hops 
has declined, brewers have been 
using more corn, rice and wheat in 
beer, but not enough to offset the 

|malt usage. 


@ Sugars and syrups have been cut 
in half. In prewar 1939, the amount 
of such sweetening materials aver- 
aged 2.8 lbs. per barrel, but in 
1952 it was down to 1.34 lbs. One 
reason, brewers say, is that ale 
|production has declined over the 
}past decade. 

| The trend has brought some im- 
mense economies to brewers. Malt 
costs about $2.30 a bushel, and a 
sixth cut is important; the reduc- 
tion in sugar alone saves some 
100,000,000 lbs. annually. 

Of course, while all this was 
going on, the amount of beer pro- 
duced has increased phenomenally. 

In fiscal 1939, 53,870,553 barrels 
| were produced. In fiscal 1952, 89,- 
602,136 barrels were produced. 
This isn’t an alltime high—in 1948, 
91,291,219 barrels were produced. 


@ But as beer has boomed, some of 
the materials used have changed 
surprisingly. Total malt used was 
| 2,653,499,.847 Ibs. in fiscal 1952, 
compared to 1,938,177,252 in 1939. 
|Corn and corn products used 
jamounted to 920,327,713 Ibs. in 
1952, against 415,689,330 in 1939. 
Rice rose from 198,317,295 lbs. in 
1939 to 337,309,542 in 1952. And 
wheat rose most of all, from 2,- 
839,922 Ibs. in 1939, to 6,235,685 in 
1952. 

Wheat’s big years were during 
the war, when in 1945 some 50,- 
| 214,535 Ibs. were used. 
| And the Wall Street Journal 
{noted in October that the hop 
| growers were hopping. Price had 
dropped to half of that of 1951, 
and some hops went unpicked, 
withering on yellow vines. 
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Don Gussow Publications, Ine. 
Information Headquorters of the Billion Dollar Industries They Serve 
FROZEN FOOD AGE + CANDY INDUSTRY + BOTTLING INDUSTRY 

TWE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St... N.Y.C. + MUrray Hill 7-8771 
CHICAGO 30 North (LaSalle Street Raskin 2 9052) 

SAM FRANCISCO Sumpsoe Revity (td 703 Marnet Street (DOugias 2 4984) 
LOS ANGELES Sempson Reilly (18 Matiberten Bering DUmmre 61118 
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NNPA REGIONAL OFFICERS—New officers of the central region of the National 
Newspaper Promotion Assn., elected last week at the central regional meeting in 
Columbus, O., are, in the usual order, Charles Kistenmacher, St. Louis Globe-Demo- 
crat, 2nd v.p.; Joe Lynch, Grand Rapids Press, president; Joel Irwin, Cincinnati En- 
quirer, secretary, and Andrew Hertei, Milwaukee Sentinel, 1st v.p. (Story on Page 77). 


Gloomy Reports 
Mark Southern 
Papers Meeting 


(Continued from Page 1) | 
ture,” barring all-out war or more | 
inflation. 

2. The new Bowater Paper Co. 
is expected to start operations as 
the third southern newsprint mill 
in March, 1954. } 

3. The addition of nine papers | 
brings the association’s member- | 
ship to 402 newspapers—two over 

a longtime goal—with a combined 
pres of 19,143,916 (morning, | 
evening and Sunday). 

4. Only one SNPA newspaper 
was hit Ly a strike since last year’s | 
meeting. 


® The spiraling costs of publishing | 
came up in connection with “an- 
other increase in the cost of news- 
print” during the year. 
“Circulation departments of 
member newspapers have had to 
assume their share of these addi- 
tional costs by increasing subscrip- 


| called second class rates 


granting a privilege to operate 
newspapers—then we also grant 
the privilege of having the license 
taken away, and thereby the per- 
mission to publish taken away.” 
Georgia and Alabama were cited 
as places where “a tremendous 


amount of this goes on.” 
| 


@ The same report assailed “falla- 
cious” Washington thinking that 
newspapers get a free ride in the 
mails, and another committee 
“an un- 
settled and troublesome matter” 
and predicted “we are likely to 
remain under attack” from Wash- 
ington. 

As for the scarcity of newsprint 
mill sites in the South, a commit- 
tee said many such sites “have 
been taken over by producers of 
| other {kinds of] papers.” The 
| group called for a permanent com- 
mittee composed of newsprint pro- 
ducers and publishers. 

“Relations between producers 


}and consumers have deteriorated 


| rather than improved during re- 
cent years,” it said, “and nobody 
seems to be doing anything about 
it.” 

Richard L. Jones of the Tulsa 
World and Tribune was elected 
president of the SNPA. He suc- 
ceeds Frank S. Daniels of the 


tion rates, carefully studying so- 
called ‘fringe circulation,’ analyz- 
ing their unpaid lists, the elimina- 
tion of newsprint waste, and af- 
fecting any economies where pos- 
sible,” the circulation committee 


Raleigh News and Observer, who 
now becomes board chairman. 
Myron G. Chambers of the Knox- 
ville News Sentinel was reelected 
| treasurer. Walter C. Johnson of 


reported. 

The newsprint committee urged 
individual publishers to protest 
directly to their suppliers when- 
ever newsprint prices are in- 
creased. 

“The mills look on protesting 
resolutions by associations as rou-| 
tine,” it said. “Letters of protest 
from individual customers have 
far more weight.” 


@ TV’s effect on circulation “re- 
mains a moot question,” but the 
SNPA expectation is that after- 
noon papers “will more acutely 
feel the brunt of this new competi- | 
tion, for the obvious reason that 
the better TV programs are on the 
air at early evening and night 
hours.” 

Included among “abusive” legis- 
lative acts attempted in various 
states were “libel laws entering 
upon the punitive plane.” De- 
scribed as “vicious” was “the plac- 
ing of legal advertising in the 
publications of those who support 
an administration to the exclusion 
of those who do not.” The latter 
was a “punitive” action taken in 
Georgia, it was said. 

A continuing effort by cities, 
municipalities and counties to 
license newspapers was reported. 

“We must not permit licensing,” 
the legislative committee warned. 
“If we permit licensing—that is, 


Chattanooga was renamed secre- 
tary. 


‘Magazine Week,’ Publishers’ 
Trade Publication, Bows 
Magazine Week—The Business 
Paper of Periodical Publishing, 
new weekly for the magazine in- 
dustry, has made its initial ap- 
pearance. It is published at White 
| Deer Plaza, Sparta, N. J. Tabloid 
/in format, trim size is 11”x15% 
| Fields to be covered include gen- 


‘eral consumer publications; in- 
dustrial, trade and technical pub- 
lications, and regional and farm 
periodicals. | 
Roy Quinlan is publisher and 
Lewis T. Bolger is editor. 


Last Minute News Flashes 


Block Drug Test Markets Alkaid in Four Cities 


Jersey City, N. J., Nov. 21—Block Drug Co. has begun a test mar- 
ket campaign for Alkaid Antiacid containing a new ingredient, Trisil- 
ium, which acts as an excess acid neutralizer. Alkaid has been sold 
in New York for years in roll form. The new product is in a bottle 
and retails at 39¢ for 50 tablets. Large space newspaper ads, heavy 


| spot radio and spot TV is being used in Dayton, Nashville, Providence 
| and Rochester, N. Y. Joseph Katz Co. is the agency. 


| 


Store-Distributed Weekly for Children to Bow 


Cuarvotte, N. C., Nov. 21—First publication date for “Story-A-Day,” 
new weekly children’s book to be distributed through food chains, will 


| be announced next week. The hard-cover book will be available to all 


| 


members of the National Assn. of Food Chains eventually, but initial 


| distribution will be through 26 chains, mostly east of the Mississippi. 
| It will sell for 25¢ a copy. 


Rome Joins Hewitt, Ogilvy: Other Late News 


|! @ John C. Rome, formerly an account executive with Biow Co. and 


previously with Roy S. Durstine Inc., has joined Hewitt, Ogilvy, Ben- 
son & Mather, New York, as an account executive 


e Frederick Borden, formerly advertising manager of Packers-Wrig- 
ley’s supermarkets, Detroit, has been named assistant to the execu- 
tive secretary of National Industrial Advertisers Assn., New York. He 
succeeds Norman Fenichel, who has resigned. 


e Macy’s, New York, will run a 64-page color roto magazine in the 
Dec. 7 New York Times as a Christmas catalog. In preparation since 
March and offering 941 individual items, the catalog may well be the 
largest single advertisernent ever published and “is certainly the big- 
gest retail ad ever to appear,” according to Macy’s. 


e Lever Bros. Ltd., Toronto, announces that H. Greenway, its mar- 
keting director, has also assumed responsibility for the marketing 
operation of the Pepsodent Co. of Canada Ltd. R. G. Spence has been 
appointed advertising manager of Lever Bros. Ltd. and J. E. Potts 
has been named to the same post for the Pepsodent Co. of Canada. Also, 
Lever Bros. Co., New York, announces the appointment of Ambrose 
J. Addis, formerly director of the Canadian Pepsodent division, as 
advertising v.p. of the Pepsodent division, confirming an exclusive 
report in AA, Nov. 17. 


e American Girl, published by the Girl Scouts of the U.S.A., New York, 
has appointed Annabelle Dean as promotion writer. She was formerly 
a copywriter for National Bellas-Hess. 


e M. Lowenstein & Sons used a specially embossed, full-color bleed 
insert in Women’s Wear Daily this week to introduce its new Revelaise 
Everglaze cotton fabric. The embossed-surface ad, resembling the tex- 
ture of the fabric, will be repeated in the spring issue of Simplicity 
Pattern Book, out in January, and in other national pattern magazines. 
Plans for national advertising and retail tie-ins are now being pre- 
pared by Lewin, Williams & Saylor. 


e David N. Laux, v.p. in charge of advertising for Macfadden Publi- 
cations, New York, for the past year and a half, has left the company. 


Eastern NNPA Conference Told How Agency 
Helped Improve ‘Courant’ Promotion 


Boston, Nov. 18—“Agencies get 
things done you know you ought 
to do but never quite get around 
to.” 

This assertion was made before 


ly 300 testimonials from advertis- 
ers since taking over the account. 
The agency concentrates its 


and editorial promotion activities 


P&G Cuts Radio 
Schedule, Drops 
‘Two Night Shows 


New York, Nov. 20—Radio’s 


| biggest blow this week came from 


Procter & Gamble, the country’s 
top advertiser 

After much deliberation, the 
soap maker decided to cancel two 
of its three cross-the-board night- 
time programs on CBS. The Jack 
Smith-Dinah Shore shows and 
“Beulah” have been dropped, as of 
Dec. 26. Lowell Thomas’ nightly 
news commentary will continue. 

Finding itself overspent, partly 
as a result of television, the com- 
pany began looking for a place to 
cut down. The radio strips lost 
out because P&G figured this ‘‘ter- 
rific outlay of money”—$1,500,- 
000 for time alone—could be used 
more advantageously to help “do 
a balanced job in all media.” 


® Declining evening ratings un- 
doubtedly helped weight the scale 
in favor of cancelation. However, 
all of the products advertised on 
the canceled shows—Tide, Oxydol 
and Dreft—will continue to be 
backed on other network radio 
programs. In addition, Tide is be- 
ing advertised heavily in spot fa- 
dio and TV and network TV. — 
Procter & Gamble is the second 
major advertiser to give up a CBS 
radio evening strip in rec@nt 
weeks. The first was Campbell 
Soup, which is dropping the three 
times weekly “Club 15” at the : a 
of the current cycle. 
On the credit side, 
seems to have won out in the bi 
ding for Lucky Strike’s upcom 
Horace Heidt broadcast. The ti 
is expected to be Thursday at 10: 
p.m., EST. Batten, Barton, Duk- 


Columb 


energies on advertising circulation | 


the eastern conference of the Na- 
tional Newspaper Promotion Assn. 
yesterday by Belden Morgan, pro- 
motion manager of the Hartford 
Courant. Mr. Morgan was tossing | t 
a kudo at the Courant’s agency, 
Baker Advertising, Hartford, 
which has helped the paper rack 
up impressive circulation and lin- 
age gains since taking on the ac- 
count. 

When Baker started to work for 
the Hartford daily, circulation fig- 
ures stood at 67,000 on weekdays 
and 112,000 on Sundays. The cur- 
rent report shows 77,000 on week- 
days and 122,000 on Sundays. 


® During the first 10 months of this 
year, advertising was up 1,200,000 
lines over the same period in 1951. 

Mr. Morgan listed three services 


Mr. | 4M agency can render the newspa- 


Quinlan founded and now pub- | per promotion department: 


lishes “Magazine Industry News- 
letter.” 
count executive of Lord & Thomas 
and later, with Claude C. Hopkins, 
founded Quinlan Co., Chicago 
agency. Mr. Bolger formerly edited 
Advanced Management. The ad- 
vertising office is in New York. 
Four introductory issues will pre- 
cede regular weekly publication 
after Jan. 1 


Appoints Gerth-Pacific 

Jacuzzi Bros. Inc., Richmond, 
Cal., has appointed Gerth-Pacific 
Advertising, San Francisco, to 
handle advertising for its pumps 
and water systems. National and 
regional farm periodicals and trade 
publications will be used. West- 
Marquis, San Francisco, had the 
account previously. 


He at one time was an ac-| 


1. An agency has a more elastic 
setup and can be called on to help 
with rush jobs or during heavy 
work periods. 

2. It offers an outside point of 
view and can take a fresh approach 
to problems. 

3. It can accomplish specific jobs 
in connection with promotion that 
the advertising salesman, as an 


employe of the paper, cannot. 


@In connection with the 


tisers to release figures on sales 
increases as a result of Courant 
advertising. Agency representa- 
tives, on the other hand, have had 
little trouble getting approximate- 


and the paper was described as 
having “a unification of purpose, 
better scheduling of promotion) 
projects and a more vigorous at-! 
tack on the entire newspaper pro- | 
gram” 


stine & Osborn is the agency. 
American Tobacco Co. also 
|expected to make official ea 
next week its choice of an Afn 
Sothern film series as a repla 
{ment for “This Is Show pusinea 
'on CBS-TV. The new progr 
will alternate with Jack Benny. ~ 
| } 
@ At the same network, “Om 
| bus,” the Ford Foundation's S 
day afternoon telecast, picked 
its second sponsor—Greyhou 
Bus Lines (Beaumont & Hohmen); 
| Westinghouse Electric Corp. (Ket- 
chum, MacLeod & Grove) con- 
tracted for a program featuring 
“New Faces” in government from 


last | 
point, Mr. Morgan said the Cour-| 
ant had had trouble getting adver- | 


since adding the agency’s| Washington; Lever Bros. (Mc- 
services. | Cann-Erickson) dropped “Heaven 
| for Betsy” at the end of the first 
| LESLIE L. ROOD SR. | 13 weeks; and Gemex Co. (BBDO) 
| Lrnpen, N. J., Nov. 20—Leslie L.| will sponsor the “Stork Club” on 
| Rood Sr., 68, owner and publisher | alternate weeks, starting Jan. 3, 
of the weekly Linden News for 20| at 7 p.m., EST. 
years, died last Friday at Menlo| Elsewhere, American Broadcast- 
Park, Cal. |ing Co. picked up two new spon- 
Born in Randolph, Ia., he began | sors, one for radio and television. 
his career as a carrier boy. Later| They are: American Chicle Co 


he became business manager first| (Dancer-Fitzgerald-Sample) for 
of the Cleveland Press, then of the | “Date with Judy” on TV, and 
San Francisco News and some time| American Larder Supply Corp. 


afterward of the Pacific Coast of-| (M. J. Jacobs Inc.) for “Payroll 
fice of Allied Newspapers. He be-| Party” on AM. 

came editor and publisher of the; DuMont signed Packard Motor 
| Omaha Bee-News in 1931, and a| Car Corp. (Maxon) for a weekly 
|year later took over the Linden| nighttime telecast. The program 
News. He retired last April. will be “Rebound,” a Bing Crosby 
| Enterprises produced film, carried 
| last season on ABC. 


Appoints Presba, Fellers 


Presba, Fellers & Presba, Chi- 
cago, has been named to handle 
advertising of Glass House restau-| Richard F. Neary has been ap- 
rants by Interstate Co., Chicago.) pointed assistant advertising man- 
The opening campaign is planned | ager of the California Redwood 
to reach the winter resort trade) Assn. Earl Birmingham, president 
with ads scheduled to run in The | of Hammond Lumber Co., has been 
New Yorker in December. News-| elected president of the group and 
papers and other magazines will) Russell H. Ellis, president of Wil- 
follow. All resort and travel media | lits Redwood Products Co., v.p. 


are being considered. | 
|Bussman to McCann-Erickson 
A. E. Forbes Joins ‘Living Allen Bussman, formerly copy- 
A. E. Forbes, formerly eastern| writer and account manager at 
sales manager for Modern Home Fuller & Smith & Ross, Cleveland, 
Service Corp., has joined the retail | has joined the creative staff of the 
advertising Staff of Living for, Cleveland office of McCann-Erick- 
Young Homemakers, New York. son. 


Lumber Group Names Neary 
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16 Win Cleveland Ad Performance Awards; |'™#n@sement a 


Robinson Says Understatement Wins Belief 


CLEVELAND, Nov. 18—The Cleve-| 


land Advertising Club has made 
its fourth annual “performance” 
awards to 16 advertisers and re- 
vealed exactly why they won. 

Details were given on the 16 
campaigns judged to have resulted 
in the highest dollar volume of 
sales per dollar invested in adver- 
tising 

Analyses of the winning cam- 
paigns were presented at a dinner 
meeting at which Dr. Claude Rob- 
inson, president of Opinion Re- 
search Corp., Princeton, N. J., dis- 
cussed ways for admen to help 
keep the nation’s economy going 
full tilt 


® Advertising men, he said, must 
find out more about customers’ be- 
havior. “Find your consumer's 
point of view and then tell what 
your product or service will do for 
him. Talk in terms of consumer 
benefit.” 


: ou Can't Sell The 
j 


Y 
Puget Sound Market 


> Without Tacoma,” 


; 


mee 


we hee 


says Wesley J. Schneider, 
orthwest District Representative, 
Comfort Paper Division 


Comfort Paper Division, Crown Zel 
lerbach Corporation, Seattle Washing 
ton—handles the sales of ZEE, CHIF 
FON and COMFORT Toilet Tissues 
ZEE facial tissues, ZEE paper napkins 
ZEE waxed poper, ZEE household 
towels and CHIFFON napkins. Mr 
Schneider hos been heod of the 
Seattle office for 13 years 


“Selling the important Puget 
Sound market of Washington 
State is a double-barrelled prop- 
osition,” Mr. Schneider says. 
“Certainly Seattle must be cov- 
ered. But I've learned from ex- 
perience that Tacoma must be 
covered, too—on the local level. 
Otherwise, an important part 
of the total market is lost, 
with a consequent loss in sales 
potential.” 


Think twice about Tacoma! it's 
@ seporcte, distinct, important 
morket. It's covered ONLY by the 
dominant News Tribune. That's 
ewhy—on Puget Sound—you need 
BOTH Seattle and Tacoma cover 
age every time Ask Sawyer, 
Ferguson, Walker Co 


ies Tribune 


Over 82,000 Circulation, ABC 


Transit Radio 


| “Creativeness is perhaps the 
| most valuable of all the crafts re- 
lated to advertising,” the research- 
er declared. “Let us all aim to un- 
regiment the creative man. Use 
clean-cut ideas, art layouts 
pictures when they help explain 
the product or the service. 
“Understatement has a belief 
acceptance far superior to superla- 
tive claims. Give people facts that 


” 


alone. 


#On Oct. ADVERTISING AGE 
published a list of this year’s first- 
prize winners. Here is an analysis 
of some winning campaigns, show- 
ing why they were selected. 

1. Standard Oil Co. of Ohio. 
Agency: McCann-Erickson. 

Objective: To increase friendli- 
ness toward Sohio and sell its pe- 
troleum products. 

Campaign: The cost was ap- 
proximately $100,000. The entire 
promotion was a TV news show 
with state-wide coverage, “The 
Sohio Reporter,” with Warren 
Guthrie as the reporter. 
| Results: Telepulse figures 
| Showed that 12% of all Ohio tele- 
|vision audiences watched the 
| show. This indicated 240,000 view- 
| er impressions per night, a weekly 
total of 1,200,000 throughout Ohio. 
| Frank Kalb, Sohio ad manager, 
| says, “We have extensive evidence 
|to show that ‘The Sohio Reporter’ 
television show has made generous 
contributions to Sohio sales.” 


27, 


@ 2. The lamp division of General 
Electric Co. Agency: Batten, Bar- 
ton, Durstine & Osborn. 
Objective: To stimulate interest 

improving the standards of 
iighting in American homes, to 
provide the missing link in the 
marketing operations of the light- 
ing industry, to show the lighting 
industry and allied industries how 
lighting conditioning benefits them 
and to get the lighting and allied 
fields to support a program that 
took full advantage of its business 
building potential. 


in 


@ Campaign: The cost of the pro- 
motion ran to about $1,000,000. 
It included 22 full-color pages in 
11 magazines, 40 b&w pages in 
nine business papers and nine 
commercials on television, book- 
lets, news releases, movies for dis- 
tributors and supporting literature 

Results: More than 144,000 fam- 
ilies wrote to GE’s Nela Park for 
copies of “See Your Home in a 
New Light,” and 3,000,000 copies 


were distributed through other 
channels. 
A cross-section of the families 


who requested the booklet indicates 
seven out of ten carried out an 
average of 3% suggestions at an 
average expenditure of $36 per 
family 


® 3. The engineering and applica- 
tion service of Westinghouse Elec- 
tric Corp., Pittsburgh. Agency: 
Fuller & Smith & Ross 

Objective: To enable salesmen 


to consistently contact executive 


and | 


will lead them to act, not just facts | 


ing sales calls. 
»tal of 37 spreads 
iges were used in 
Fortune, News- 
U. S. News & 
er a seven-month 
ine ads were run 
et Journal. Peri- 
ut the campaign, 
it copies of publi- 
ts ads to execu- | 
: in all industries. | 
indicated that | 
exception” the) 
campaign had rovoked new and} 
continued inter: st. The company’s | 
district manage nent and industry | 
sales management said the cam- | 
paign had a tanzible effect on the 
start of negotiations in industries 
that were expanding production 
facilities which required special- | 
ized engineering assistance from | 
electrical apparatus manufactur- 
ers. 


Campaign: A 
and five single 
Business Wee} 
week, Time a 
World Repert, 
period. Six 96( 
in the Wall St 
odically throug 
Westinghouse s 
cations bearing 
tive manageme 

Results: Rep « 
“almost witho 


> 


8 4. Cleveland Electric Illuminat- 
ing Co. Agency: D’Arcy Advertis- 
ing Co. 

Objective: To increase the aver- | 
age family’s consumption of elec- | 
tric power. } 

Campaign: The year-long cam- 
paign sought to promote the sales 
of electric ranges, dryers, washers, 
freezers, refrigerators, water heat- 
ers and other appliances, through 
81 insertions in three metropolitan 
dailies, 468 in community and for- 
eign language newspapers, five 
pages in magazines, six outdoor 
posters on 108 boards, 10 radio 
commercials five days a week for 
52 weeks, news releases, booklets 
and four television commercials 
four days a week in the latter half 
of the campaign. 

Results: The increase in the na- 
tional average kilowatt sale per 
household was 174, while it aver- 
aged a 214-kilowatt increase for | 
the Cleveland utility, or 23% ahead | 
of the national average. Sales to| 
residential users in 1951 totaled 
$21,929,000, an increase of $2,- 
962,000 over 1950. | 


| 


@ 5. United Laboratories Inc. 
Agency: C. A. Reese Industrial | 
Publicity. 


Objective: To sell the company’s 
industrial roofing products 

Campaign: The entire drive cost 
less than $15,000. The program, be- | 
ginning in the spring, was empha- 
sized for three months. The sched- 
ule included three quarter-pages | 
in three industrial publications, | 
plus a direct mail piece and the 
use of United Laboratories’ inter- 
nal house organ and special bulle- 
tins to stimulate its sales force. 

Results: The company reached 
an alltime high for the sale of its 
industrial roofing products. Sales, 
in fact, doubled and $138 in sales 
was realized for every advertising 
dollar spent. Sales leads received 
from the ads and a single direct 
mail piece produced 437 inquiries, 
18.4% of which directly resulted | 
in orders. 


of four full-page and half-page'! 


newspaper ads, a number of dealer 
cooperative ads, live model win- 
dow demonstrations and half-hour 
television shows weekly for 26 
weeks. 

Results: Sales in the high-price 
units were increased by 250%, 
while total sales units climbed 
nearly 2,000. | 

7. Ritmor Sportswear Co. Agen- 
cy: Stern & Warren. 

Objective: To increase sales and 
build further acceptance of a rela- 
tively new name, Weather-Match 
suits. 

Campaign: At a cost of about 
$25,000, the promotion ran three 
months. A double-truck trade pub- 
lication announcement, three full- 
page consumer magazine ads, a di- 
rect mail piece to the trade and an 
envelope enclosure for use by the 
trade to its customers comprised 
the drive. 

Results: Increased sales of 
Weather-Match suits were almost 
250% over the previous year. 


s 8. Dr. Hess & Clark Inc., Ash- 
land, O. Agency: Meermans Inc. 

Objective: To influence feed 
makers and feed-mixing dealers to 
use the company’s NFZ-Mix for 
the prevention and treatment of 
coccidiosis. 

Campaign: This 12-month pro- 
motion cost approximately $50,000. 
A total of 10 different ads were 
placed in trade journals to feed 
companies and in five papers for 
poultry raisers. 

Results: Sales were increased 15 
times over the 1950 total. 

9. The apparatus division of 
General Electric Co., Schenectady. 
Agency: Foster & Davies. 

Objective: To increase sales of 
the PR-1 meter, as well as for all 
GE exposure meters and to in- 
crease dealer acceptance. 

Campaign: The cost for this 
drive was between $25,000 and 
$50,000. Six four-color ads were 
inserted in three photographic 
magazines, proclaiming the GE in- 
strument as “the easy way to bet- 
ter pictures.” The insertions ap- 
peared every other month through- 
out the year. 

Results: The PR-1 meter ex- 
ceeded the goal set by the sales 


| department, with unit sales run- 


ning 15% over the previous year. 
Sales for all GE exposure meters 
and dealer acceptance were in- 
creased 


# 10. Master Chrome Service Inc. 
Malcolm Advertising Agency. 

Objective: To reactivate old 
customers the company wanted 
back, to sell to new customers and 
to increase business for its hard 
chrome plating service for indus- 
try. 

Campaign: Six pages of color 
in Midwest Purchasing Agent and 
direct mail pieces to a select list 
of prospects. A wall chart showing 
decimal thicknesses of chrome 
plating for varying requirements 


| was prepared and offered by ad- 


a 6. Ohio Mattress Co. Agency: 
Lang, Fisher & Stashower. 
Objective: To put over the Sealy 
Posturepedic $79.95 mattress. 
Campaign: Local, concentrated 
in the spring and fall. It made use 


“T° is for Teacher 


wet Ly 
And it’s a name respected 
in 10,000,000 homes 


Contrary to the old-fashioned resistance 
to school attendance, and sometimes 
hateful comments about school person- 
nel, today 26,000,000 wholesome, active 
American kids think their teacher knows 
everything and will defend her opinions 
at_home come hell or high water. 
Steel 


That's why it’s important that teachers 
know your story. That's why so many 
companies, associations and industries 
are using State Teachers Magazines to 
get their ideas over to 866,000 teachers 
and administrators. No other publica- 
tions can do this job adequately. 


You can use all 44 state teachers mag- 
azines or any group. For the complete 
and amazing story, write for free 
booklet—"'26 million kids .. . target fer 
today!" Address Georgia C. Rawson, 
Executive vice Presiaen., State Teachers 
Magazines, 307 N. Michigan Ave., Chi- 
cago 1, Illinois. 


State 
TEACHERS 


Magazines 


vertising coupon. Some 2,000 re- 
prints of the offer were sent to a 
select mailing list, including 200 
plants that had never bought from 
Master Chrome. Salesmen deliv- 
ered the charts to potential cus- 
tomers and former’ customers, 
making no attempt at selling but 
getting an “in” for succeeding 
calls. 

Results: Business was increased 
in 1951 nearly 60% over the pre- 
vious year. Twenty-seven old cus- 
tomers were reactivated and 54 
new customers gained. The com- 
pany reports the promotion still 
brings sales and continued re- 
quests for the charts. 


8 11. B. F. Goodrich Co., Akron. 
Agency: Griswold-Eshleman. 
Objective: To build preference 
among fabricators as well as con- 
sumers for products made from 
Koroseal, the flexible material 
produced by the company. 
Campaign: The cost was nearly 
$500,000. On the national level six 
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four-color pages and one four-col- 
or spread in Life and The Satur- 
day Evening Post were used. 
Results: Goodrich says that as 
a result of its advertising, Koro- 
seal is the best known name in 
the entire flexible material field. 


Bristol-Myers Products 
Promotes Lee Bristol] Jr. to A.M. 


Lee H. Bristol Jr., assistant ad 
manager of the products division 
of Bristol-Myers Co., has been pro- 
moted to adver- 
tising manager. 

Mr. Bristol will 
continue to be re- 
sponsible for the 
following prod- 
ucts: Ammen an- 
tiseptic powder, 
Minit-Rub, and 
Trushay hand 
cream and lotion. 
Mr. Bristol’s 
father is presi- - 
dent of the com- {ee H. Bristol Jr 
pany which was ; 
founded by his grandfather, Wil- 
liam M. Bristol. 


or 


Truth is, a 
Gibraltar MD* 
corrugated 
floor-stand or 
counter- 
merchandiser 
is designed 
to say everything 
about your 
product. 


Call or write for your GIBRALTAR 
mD* Re for Rising Sales 


~— 
ibraltar 


CORRUGATED PAPER COMPANY, INC 


8101-25 TONNELLE AVENUE, NORTH BERGEN, N. J. 
LOngacre 5-3405, N.Y. or UNion 3-4700, N. J. 


“Merchandising Display 
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You Ought fo Kirow « .\oseph Hildreth 


If you knew Joe Hildreth you’d 


know all about scrapple. The new | 


president of National, Business Publications, who is also president 
of Chilton Co., gives away a ton of scrapple 


every year at just about this time. 


year for the past ten or so he has written a 
fresh pamphlet in praise of scrapple, which 


he sends to about 800 friends. 


It all started about 15 years ago, when a 
executive was visiting 
Philadelphia for the first time. He and Joe 
had lunch together. The agency man wanted 


midwestern agency 


to know what scrapple was. 
“Words can’t describe it,” Joe 
have to taste it.” 


s They ordered it. The agency man tasted the 
savory Pennsylvania Dutch delicacy and raved 


about it. As you probably know, 


a unique combination of spices, corn meal and 
succulent pieces of pork fried to a golden 
brown and served piping hot in crisp square slabs. It may be eaten 
plain, in all its own luscious goodness, or garnished according to taste 


with honey, maple syrup or jelly. 

The way Joe’s midwestern friend 
waxed lyrical about scrapple gave 
Joe the idea that some of his other 
friends might also like to taste it. 
So he started sending tins of it 
through a Philadelphia scrapple 
house with letters of explanation. 
These became printed slips after 
a few years, and then little pam- 
phlets which included famous old 
Pennsylvania Dutch recipes. 

Several newspapers have run 
features on Joe Hiildreth’s little 
booklets and his annual gifts of 
scrapple to his friends. 

In a sense, this annual custom 
of his exemplifies, 
as any one thing can, the char- 
acter of the man. He likes people 
to like what he likes. 


@ From the time he started out in 
life in Cincinnati, he has spent a 
lot of time, thought and energy on 
persuading people to see things his 
way. 

After going through the Cincin- 
nati public school system, he 
joined the advertising staff of the 
Cincinnati Post. One of his early 
assignments was to get the legal 
notices from local courts and law 
offices. '{hat’s how he became ac- 
quainted with William Howard 


Taft, president of the U. S. from 


1909 to 1913. 


At the time, Mr. Taft was a tea-| 


eral circuit court judge. One of 
the newspaper men had told young 
Hildreth that a newspaper man 
always keeps his hat on while 
working, and Joe was very anxious 


Let’s Get the 
Picture Straight 
++-@ second way 


as distinctly | 


And every 


said, “you 


scrapple is 


Joseph Hildreth 


to be accepted by his colleagues. 
Appearing in Judge Taft’s cham- 
bers one afternoon with a few 
other newspaper representatives 
to receive several court notices 
which the judge had to authorize, 
young Hildreth kept his hat on. 
Much to his mortification, he was 
reprimanded by the judge, and re- 
ceived a vaiuable lesson in de- 
portment. 


@ Joe’s mother and father, who 
were both druggists, had gotten to 
know the Scripps family, and not 
long after his encounter with 
Judge Taft, Joe received a job of- 
fer from the Scripps. The job was 
as a space salesman on the old 
Chicago Journal, which had just 
been taken into the Scripps fold, 
and Joe moved to Chicago. 

He took time out from his Chi- 
cago jop, however, to go back to 
Cincinnati and marry his school 
girl sweetheart. They have a 
daughter, Virginia. 

Joe developed a vital interest in 
automobiles, which were then just 
coming onto the scene. He got to 
know many of the early Chicago 
auto dealers because of this inter- 
est and developed a good deal of 
new loca! business for his paper. 


|@ When the first big automobile 
show was held in New York, the 
paper sent Joe east to be on hand 
for the event. In New York he sold 
a number of manufacturers their 
first newspaper advertising and 
started some friendships which 
| have lasted his lifetime. 

One thing led to another, and 
Joe was offered the position of ad- 
| vertising manager of Motor and 
Motor Boating which took him to 
New York. He stayed with the 
Hearst organization from 1909 to 
1915. 

In 1915, he joined the Class 
| Journal Co. as its advertising rep- 


° resentative in Cleveland. He sold 
space on Automotive Industries, 
Sce next week’s issue Motor Age and Motor World, and 
of Ad tising Age | “really began to make money. 
® With some of his surplus, he 
(ADVERTISEMENT) bought an apple farm near May-| 
4 
4 
§ 16 th in EFFECTIVE : 
BUYING INCOME per FAMILY i 


Among Sales Management's 
162 Metropolitan Areas 


I f your advertising dollar is seeking 
the quality markets first—then the 
Quad-City area belongs close to the 
top of your list. Year by year this 
community rates higher and higher 
among the 162 standard metropolitan 
areas. Good ancestry. fine geograph- 
ical location and diversified means 
of livelihood all contribute to a high 
standard of living among Quad- 
Citians. You cover 3 of the 4 Quad- 
Cities when you use The Argus and 
The Dispatch. 


Zhe ROCK ISLAND 7Fagus 


ville, N. Y., about 135 miles from 
Cleveland, and gratified his desire 
to own some good saddle horses. 
As an apple farmer, he admits, he 
wasn’t much good. But it was some 
time before he learned why. 

He had bought an orchard on 
high ground above Lake Chatauqua 
where the cold winds from Lake 
Erie prevented his trees from 
bearing as they should while all 
around him in the protected val- 
leys the lush orchards produced 
bumper crops. 

In 1924, when Class Journal Co. 
bought United Publishers Corp., 


Joe was called into the home office | PARTY VIPs—Joan Davis greets Chet Lang, left, General Electric Co. v.p., and 
| Niles Trammell, chairman of the board of NBC, at a Hollywood reception marking 


of the merged company (later re- | 
| her entry into television. Her program, “! Married Joan,” is sponsored over NBC 


}named the Chilton Co.) in Phila- 


delphia as v.p. and business man- 
ager of the company’s automotive 
papers. He was also made a mem- 
ber of the board. In 1945, he was 
elected president of Chilton. 


® During his lifetime he has owned 
and driven almost every make of 
car the automotive industry has 
put on the market. He was one of 
the first business paper salesman 
to use market research in selling 
advertising. He was a pioneer in 
the use of reader classification and 
circulation surveys. 

When most business paper sales- 
men looked upon advertising agen- 
cies as interlopers, Joe Hildreth 


made it a point to get to know! 


agency people. He attributes a 
large part of his success as an ad- 
vertising salesman to this fact. 
As business grew and required 
agency services, the old time space 


peddler gave way to younger men | 


with more flexible minds and new 


ideas. But Joe kept getting more | 


and more business, despite the 
competition of the younger men, 
because he was in on the ground 
floor, so to speak, and knew the 
right people in the right places. 
He had grown up in the business 
with the top men in the big agen- 
cies, and the factories. 


by 


GE. 


Griffin & Culver Agency to 

| Specialize in Ad Personnel 

| Florence M. Griffin and G. 
| Kirby Culver have formed Griffin 
|& Culver, personnel agency, at 
| 280 Madison Ave., New York. 
|The agency will function in the 
| fields of advertising, public rela- 
tions, sales promotion and publi- 
leations. Miss Griffin formerly 
| owned her own advertising agency 
in Cleveland and is a past presi- 
dent of the Women’s Advertising 
|Club of Cleveland. Mr. Culver is 
| a former account and merchandis- 
|ing executive at McCann-Erickson 
| and Young & Rubicam. 

The agency plans to get detailed 
information from applicants before 
it attempts to place them and will 
then fit applicants into jobs for 
which they are qualified. The 
agency believes that it is the quali- 
fied man or woman, rather than 
the job, which is hard to find. 


Garman to Universal-Rundle 


Quentin V. Garman has been 
appointed advertising and sales 
promotion director of Universal- 
Rundle Corp., New Castle, Pa., 
manufacturer of bathroom and 
kitchen fixtures. Mr. Garman for- 
merly was advertising manager of 


DeSoto Paint & Varnish Co., Mem-| 


|Cowen Joins Waterman Board 


“Wise move, 


language market.” 


over 


In one four month period, 
tisers used Le Droit and ONE English paper to sell the 
Ottawa market. They realized that the French market 
(over 40% of the total) was too important to ignore . . . 
so they wisely reconciled a two paper budget with a two 


9 of the Ottawa AB.C. 
city zone speak French 


LE DROIT 


Daily Circulation over 26,000 


Head Office and Plont — 
U. S. Representatives — 


SHANNON AND ASSOCIATES 


\d say --- 


ninety-two national adver- 


368 Dalhousie $t., Ottawa 


phis, and prior to that was an ac- 
count executive of Cole & Co., 
Memphis. 


Lawrence Cowen, president of 
Lionel Corp., has been elected to 
the board of directors of L. E. 
Waterman Co., New York. 


VIPS 


know 


this 


Very Important People 
who specify and buy 
ad composition 

for top Chicago 


agencies, 


gel quality 


typeselling and service 
atl 7 


tailored 


to their needs, 


with cost savings, 


hy calling 


FWA 2.6800 


and asking for 


Ageney Ad Compositior 


POOLE 
BROS 
INC 
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How does it feel to wear a strait 
jacket? 

Your arms ache and you can’t 
move them, Geri Hoffner reports, but 
pretty soon you don’t care. And then 
you don’t care whether you’re clean 
or dirty ...and you don’t mind the 
cheap, sodden food on the old tin 
plate, and you forget you’re a human 
being, and you slump all day on a 
hard wooden bench with your hopes as 
blank as the blank faces around you. 

That’s what life used to be like in 
most state mental hospitals in 
America when funds were low and 
staffs inadequate and people outside 
ignored you. Geri Hoffner knows be- 
cause of a remarkable reporting job 
she did for the Minneapolis Star and 
Tribune which won her national 
recognition and helped to shock a 
whole state awake to the needs of the 
mentally ill. 

For three weeks this Minneapolis 
Tribune reporter lived in Minnesota 

mental hospitals talking to listless 
patients in filthy wards, eating watery 
stews meal after meal, watching over- 
worked, underpaid attendants resort 


What makes a newspaper great? 


in desperation to shackles and harsh re- 
straints as they tried to cope with the 
troubles of sick minds that couldn’t be 
helped or cured for lack of money and 
facilities. Then for four weeks more 
Geri Hoffner toured the state digging 
out facts and interviewing mental 
health authorities to complete the 
picture. 

*‘Minnesota Bedlam,”’ her story of 
conditions in Minnesota’s eight state 
mental hospitals, documented with 
on-the-scene pictures by Tribune 
photographer Art Hager, highlighted 
the crucial situation for the largest 
newspaper audience in the Upper Mid- 
west, helped win wide popular sup- 
port for a new mental health program 
which brought the Minnesota state hos- 
pitals a vitally needed 
18 million dollar two- 
year appropriation. 

Strait jackets and 
restraints have almost 
disappeared today in 
the clean, efficiently 
operated wards of 

innesota’s mental 
hospitals. Food is good. 
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Staffs are larger, better trained, better 
paid. Morale has improved, patients 
are happier, and more are being cured. 
Again, Geri Hoffner knows from ex- 
perience. Her “Minnesota Bedlam 
Revisited”’ series in the Minneapolis 
Tribune recently brought her new 
fame and new honors, including a 
Sigma Delta Chi citation for distin- 
guished reporting, the first ever made 
to a woman by this national profes- 
sional journalism fraternity. 

Serving the interests of all citizens, 
among them the forgotten and un- 
fortunate, is part of a good news- 
paper’s job...and another reason 
why the Minneapolis Star and 
Tribune have earned the respect of 
Upper Midwest residents as inspiring 
leaders and dependable friends. 
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